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Getting  Starr  Struck 

Papers  Flex  Internet  Muscle  in  Wake  of  Report  pages 
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Hackers  Break  Into 
N.Y.  Times  Web  Site 

Incident  sends  security  fears 
rippling  through  newspaper 
Web  sites. 
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Dust,  Deception  &  Death 
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Anatomy  of 
a  coal  mine 


A  disease’s  deadly  grip 


Tni:  Lancuace  • 


STORIES  BY  GARDINER  HARRIS  AND  RALPH  DUNLOP  ■  PHOTOGRAPHS  BY  STEWART  BOWMAN 

Every  year,  Uack-lung  disease  kills  almost  l,SOO  people  who  have 
worked  in  the  nation's  coal  mines.  It’s  as  if  the  Titanic  sank  every  year, 
and  no  ships  came  to  the  rescue.  While  that  long-ago  disaster  continues  to 
fascinate  the  nation,  the  miners  slip  into  cold,  early  graves  almost  unnoticed. 

In  a  five-part  series  starting  today.  The  Courier-Journal  reveals  why  so  many 
miners  ate  dying  —  mote  than  a  century  after  doctors  learned  that  coal  dust  kills 
and  28  years  after  Congress  passed  a  law  to  wipe  out  black  lung.  ■  kction  k 


Dust,  Deception  &  Death 


Cheating  on  coal-dust  tests 
widespread  at  nation’s  mines 

AVirnw  Despite  laws, 

A  TIMIM  hundreds 

AcfcMglonItCjfh  ■liijwuhriftixilDttenwe  ,  ...  . 

are  killed 

Dying  at  45,  a  former  miner  exists  breath  to  breath  ||y  black  lung 


I 


“The  dust  has  not  gone  away,  ...  Vm  telling  you  exactly 
the  way  it  happened  the  20  years  that  I  was  in  the  mines, 

I  never  saw  one  (dust  sample)  that  was  actually  accurate,** 

—  Retired  Kentucky  Coal  Miner 

Nearly  1,500  former  coal  miners  die  each  year  from  black-lung 
disease. 

For  many,  their  deadly  disease  developed  because  of  widespread 
cheating  on  air-quality  tests  in  the  mines. 

Congress  approved  legislation  nearly  three  decades  ago  to  address  the 
black-lung  problem.  But  as  The  Courier-Journal  in 
Louisville  revealed  after  a  yearlong  investigation, 
the  laws  have  been  circumvented  by  companies  [  j  1 1 

that  cheat  on  air  tests  and  by  miners  who  allow 
the  cheating  out  of  fear  of  losing  their  jobs. 

And,  until  recently,  the  federal  government  I  I 

ignored  suspicious  test  results. 

The  Courier-Journal’s  series  resulted  in:  _ 

•  Kentucky’s  Attorney  General  asking  the  U.S. 

Attorney  General  to  investigate  why  mine-safety  1 1 

officials  have  ignored  evidence  of  cheating. 

•  A  Kentucky  Legislature  committee  holding  hearings  across 
the  state. 

•  A  U.S.  senator  from  Minnesota  calling  for  congressional  hearings. 
The  Courier-Journal’s  “Dust,  Deception  and  Death”  series  was  named 
a  finalist  in  the  1998  Associated  Press  Managing  Editors  association’s 
annual  Public  Service  Awards  competition. 

But,  more  important,  the  newspaper  has  focused  new  attention  on 
a  problem  that  cuts  short  the  lives  of  hundreds  of  workers  who  have 
labored  under  unhealthy  conditions  for  years. 


Dust, 
Deception 
and  Death 
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Call  for  Entries 

•  Five  New  Categories 
•  19  Awards 

Nominations  Open 
September  2F‘ 
at 

www.mediamfo.com 
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6  7  8  9  10  11  12  17-19  Independent  Free  Papers  of  America  Fall 
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17-19  MDDC  Press  Association  Annual 
Convention  Harbourtowne.  St.  Michaels,  Md. 

17-20  New  England  Newspaper  Operations  Association  Annual 
Conference,  Marriott,  Portland,  Maine 
23-25  America  West  ’98,  John  Ascuaga’s  Nugget,  Reno,  Nev. 

23-26  National  Conference  of  Editorial  Writers  Annual  Convention. 
Chateau  Laurier,  Ottawa,  Canada 

23- 27  Suburban  Newspapers  of  America  Fall  Publishers/Retail  Ad 

Managers  Meeting.  J.W.  Marriott,  Washington,  D.C. 

24- 26  National  Newspaper  Association  Convention  and  Trade  Show, 

The  Nugget.  Reno.  Nev. 

30  Newspaper  Features  Council  Meeting,  Ritz-Carlton  Kansas  City, 
Kansas  City.  Mo. 

30-3  American  Association  of  Sunday  and  Feature  Editors  Annual 
Convention,  Ritz-Carlton  Kansas  City,  Kansas  City,  Mo. 
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Associated  Collegiate  Press/National 
Scholastic  Press  Association  National 
Convention,  Hyatt,  Kansas  City,  Mo. 


QQYQ0gp  5-7  Editor  &  Publi.sher  Online  Classifieds 

yy  j  p  ^  Industry  Symposium.  Adam’s  Mark  Hotel, 

12  3  St.  Louis 

^  8  9  10  8-11  Society  of  Environmental  Journalists 

■  —  —  —  -  -  Annual  Conference,  Chattanooga  Tenn. 

28  29  ^  31  '4-17  Associated  Press  Managing  Editors  Annual 

Conference,  Disneyland  Hotel,  Anaheim, 
Calif. 

Western  Classified  Advertising  Conference,  Cheyenne  Mountain 
Conference  Resort,  Colorado  Springs,  Colo. 

Advertising  Media  Credit  Executive  Association  International, 
Tropicana  Hotel,  Las  Vegas 

International  Newspaper  Group  Conference,  Marriott  Biscayne 
Bay  Hotel,  Miami 

Society  of  Professional  Journalists  National  Convention. 

Sheraton  Universal  City/Universal  City  Hilton  &  Towers,  Los 
Angeles 

American  Association  of  Independent  News  Distributors  Fall 
Conference,  Golden  Nugget  Hotel,  Las  Vegas 
1998  Society  of  American  Travel  Writers  Convention,  Hyatt 
Regency  Hotel.  Jerusalem,  Israel 

New  England  Newspaper  Association  Annual  Fall  Convention. 
Killington  Grand  Hotel,  Killington.  Vt. 
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“The  highest 
purpose  of 
journalism  is 
to  give  citizens 
the  information 
they  need  to 
govern 
themselves.” 


-  Paul  Tash,  St.  Petersburg  Times 
Exeentive  Editor  and  Deputy  Chairman 


DEBATES  teak. 


For  the  third  time  in  four  years,  the 
St.  Petersburg  Times  is  proud  to  bring 
political  debates  to  the  citizens  of  Florida. 
This  election  year,  the  Times  is  producing 
three:  the  U.S.  Senate,  the  Florida 
governor  and  the  Florida  lieutenant 
governor  debates.  Here  at  the  Times,  we 
strive  to  meet  the  highest  standards  of 
journalism  everyday.  It’s  one  more  reason 
why  we’re  Florida’s  Best. 

^tfletersburg  ®imes 

Florida’s  Best  Newspaper 

www.sptimes.com 


www.mediainfo.com 
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Hands  off  Chelsea 
in  campus  paper 

New  policy,  like  old,  favors  privacy  over 
publicity  on  first  daughter 


by  Allan  Wolper 

The  Stanford  University  student 
newspaper  will  not  try  to  get 
Chelsea  Clinton’s  views  on  the  sex 
scandal  that  threatens  her  father’s  presi¬ 
dency  when  she  returns  to  the  Palo  Alto, 
Calif.,  campus  this  week  as  a  sophomore. 

“We  have  a  purpose  about  what  we  do 
and  that  purpose  is  not 
served  by  asking  Chelsea 
Clinton  about  what  is 
happening  to  her  father,” 
said  Adam  Kemezis,  the 
21 -year-old  editor  of  the 
Stanford  Daily. 

“What  other  papers 
might  cover  is  not  impor¬ 
tant  to  us,”  Kemezis 
explained  last  week  in  a 
telephone  interview  from 
the  paper’s  office.  “The 
travails  of  the  president 
are  not  part  of  the  cover¬ 
age  area.” 

“There  might  be  some  interest  among 
our  readers  about  Chelsea.  But  I  think 
that  some  of  the  interest  is  probably  in  the 
nature  of  gossip  or  prurient  interest.  We 
don’t  feel  that  we  are  serving  any  purpose 
by  asking  Chelsea  to  give  us  some  of  the 
secrets  of  the  Clinton  family.” 

Kemezis  made  his  decision  even  as 
Chelsea  Clinton  went  on  a  highly  publi¬ 
cized  vacation  with  her  father  that  seemed 
intended  to  polish  the  president’s  image 
as  a  family  man  at  the  peak  of  the 
Lewinsky  sex  scandal. 

The  same  no-coverage  policy  will 
apply  to  Carolyn  Starr,  the  daughter  of 
special  independent  counsel  Kenneth 
Starr,  who  is  entering  Stanford  this  fall. 

E&P  interviewed  Kemezis  before  and 
after  Starr  sent  his  445-page  report  to 
Congress,  and  after  it  was  released. 

Under  a  different  editor,  the  Daily 
decided  last  year  to  treat  Chelsea  Clinton 
as  if  she  were  Chelsea  Smith,  although  it 


published  front-page  stories  about  her 
decision  to  enter  the  school.  The  Daily 
ran  long  stories  when  President  Clinton 
and  his  wife,  Hillary,  arrived  on  campus 
during  freshman  orientation  week. 

The  paper  drew  fire  when  Jesse 
Oxfeld,  one  of  its  columnists,  posted  a 
story  on  his  personal  Web  site  criticizing 
the  Clintons  for  disrupting  the  campus 
during  the  visit.  Oxfeld 
took  the  action  after  the 
Daily  refused  to  publish  it 
—  unless  he  removed  the 
Chelsea  item. 

“After  Jesse  posted  his 
column,  some  people 
wrote  that  we  had  a  com¬ 
plete  blackout  of  Chelsea 
coverage,”  Kemezis  said. 
“That  is  not  true.  We  cov¬ 
ered  the  president’s  arrival 
because  that  was  a  big 
story.” 

Kemezis,  whose  policy 
continues  one  begun  last 
year  under  his  predecessor,  said  the  Daily 
would  cover  Chelsea  if  “she  does  some¬ 
thing  on  her  own  that  is  newsworthy,  like 
run  for  student  government.” 

The  Daily  received  some  media  calls 
last  weekend  after  Page  6  of  the  New  York 
Post  reported  Chelsea  might  skip  the  fall 
semester  to  remain  with  her  family. 

“We  checked  it  out,”  said  Kemezis. 
“That  was  a  false  rumor.”  He  conceded 
that  his  newspaper  had  a  unique,  compet¬ 
itive  advantage  if  it  decided  to  pursue  sto¬ 
ries  on  Chelsea  Clinton. 

“I  don’t  know  her  personally,”  he  said. 
“But  some  of  her  friends  are  friends  of 
some  of  our  friends  here  at  the  newspa¬ 
per.” 

The  Daily  editor  says  journalists  who 
criticize  the  student  newspaper’s  policy 
might  “feel  differently  if  they  were  on  our 
campus.  We  owe  it  to  her  to  try  and  allow 
her  to  have  as  much  of  a  normal  life  as 
possible.” 


Bananas  series 
costs  taxpayers 

A  government  probe  of  the  Cincinnati 
Enquirer's  failed  series  on  Chiquita 
Brands  has  become  a  budget  buster. 

In  August,  special  prosecutor  Perry 
Ancona  billed  Hamilton  County 
$109,000  for  his  investigation  into  fired 
Enquirer  reporter  Mike  Gallagher.  That’s 
more  than  half  of  the  budget  for  special 
investigations.  Anticipating  more  expens¬ 
es,  county  leaders  recently  allocated 
another  $200,000  for  his  work. 

Ancona,  who  came  to  the  case  because 
the  elected  prosecutor  has  received  cam¬ 
paign  contributions  from  Chiquita  boss 
Carl  Lindner,  is  investigating  charges  that 
Gallagher  stole  some  of  the  2,000 
Chiquita  voice  mail  messages  he  used  in 
reporting  his  highly  critical  May  3  series 
on  the  famed  banana  company. 

On  June  28,  the  Gannett  paper  retract¬ 
ed  the  articles,  booted  Gallagher,  and  paid 
$10  million  to  Chiquita  to  settle  any 
claims  against  it.  Chiquita  subsequently 
sued  Gallagher. 

Beehive  startup 

In  mid-October,  the  number  of  daily 
newspapers  in  Utah  will  grow  by  16%. 

That’s  when  the  Orem  Daily  Journal,  a 
24-  to  32-page  afternoon  broadsheet, 
plans  to  hit  the  streets,  becoming  just  the 
seventh  daily  in  the  Beehive  state.  It  will 
be  printed  daily  except  Saturday. 

While  it  aims  to  focus  on  Orem,  it  will 
indirectly  challenge  Pulitzer’s  33,000-cir¬ 
culation  Daily  Herald  in  adjacent  Provo. 

“Our  intent  is  not  so  much  competi¬ 
tion,”  said  production  manager  Aaron 
Mackley.  He  said  the  Orem  paper  aims  to 
be  far  more  local  than  the  Provo  paper. 

Daily  Herald  managing  editor  Mike 
Patrick  didn’t  disagree.  “We  are  much 
more  concerned  with  what  the  Salt  Lake 
Tribune  and  Deseret  News  are  doing” 
than  with  this  new  launch,  he  said. 

But  some  jousting  .seems  inevitable. 
“People  don’t  even  know  where  the  bor¬ 
ders  are”  between  the  two  cities,  Mackley 
said. 

The  new  paper  has  some  financial 
muscle  behind  it.  Parent  company 
Oldham  Associates  also  operates  the 
twice-weekly  Utah  County  Journal  and 
Provo  Sun,  a  commercial  printing  firm, 
and  Digital  Techology  International,  a 
newspaper  publishing  systems  developer. 


Win  McNameelReuter.s 


6 


EDITOR  &  PUBLISHER  /  SEPTEMBER  19.  1998 


www.nnediainfo.com 


0"  , 


.rqss 


Forecast  for  New  York  City-Fridav  Auaust  28th.  1 1  AM  EDT 


AccuWeatber  Clients:  "The  storm  is  heading  out  to  sea.  A  mixture  of 
clouds  and  sunshine  with  a  gusty  wind  today. 
Partly  cloudy  and  breezy  tonight." 

Government  Sources:  'Tropical  Storm  Warning.  Becoming  very 
windy  and  rainy  today.  The  rain  could  be 
heavy  at  times  during  the  afternoon  and  tonight. 
What  happened  Clouds  and  sunshine  on  Friday,  partly  cloudy  Friday 
night  with  no  rainfall,  as  the  storm  went  out  to  sea. 

Forecasts  of  Friday.  Auaust  28th  5  AM-4  PM  EDT 
AccuWeatber  Clients:  'The  storm  is  heading  out  to  sea." 

Government  Sources:  'The  forecast  track  is  for  Bonnie  to  move  near 
and  along  the  Northeast  U.S.  coast  today  and 
near  southern  New  England  tonight  and  early 
tomorrow. " 

What  happened  Hurricane  Bonnie  moved  out  to  sea. 


AccuWeather 
—  clients 


I  knew  it  first! 


From  tropical  fury  to  winter's 
worst  -  -  whenever  weather 
is  in  the  news,  there  is  no 
better  source  for  accurate 
forecasts  than  AccuWeather. 


Take  charge  of  your  weather  with  the 
AccuWeather  Advantage. 

Serving  newspapers,  radio,  on-line  services,  cable,  Internet,  television. 
Call  800-566-6606  for  more  information. 


ACCU 


The  World’s  Weather  Authority™ 


385  Science  Park  Road,  State  College,  PA  16803 

Call  800-566-6606  •  Fax  814-235-8609  •E-mailsales@accuwx.com 

Visit  our  Internet  site  at:  http://www.accuweather.com 

9  ©  1998  AccuWeather,  Inc. 


Web  release  sets  new  nnodel,  but  reader  interest  sends 
newspaper  sales  and  Web  traffic  skyward 


by  Carl  Sullivan  and  Joe 
Nicholson 


broadsheet  newspaper,”  said  Stephen  Hess 
of  the  Brookings  Institute  in  Washington. 
Hess  had  difficulty  reading  the  tome  on 
his  computer  Friday.  At  445  pages  and 
over  100,000  words,  it  was  preposterous 
to  print  out.  “It  worked  out  as  one  big 
tease  for  the  next  day’s  newspaper,”  Hess 
said. 

The  Pew  poll  found  that  48%  of  adults 
had  read  the  report  or  excerpts  as  of 
Tuesday,  Sept.  15.  Americans  also  heard 
the  report  or  excerpts  on  TV  (15%)  and 
read  it  in  magazines  (2%).  Of  news  con¬ 
sumers  who  turned  to  the  Web,  32%  went 
to  network  TV  sites,  17%  went  to  a  gov¬ 
ernment  site,  15%  went  to  newspaper  sites 
and  3 1  %  went  to  “other”  sites. 

Government  sites  were  initially  so 
overwhelmed  that  many  visitors  were 
unable  to  access  the 
report.  The  House  site 
^  had  a  failure  rate  of 
89%  between  4:00  and 
5:00  p.m.  EST  on  Sept. 
11,  according  to 
Keynote  Systems,  a 
San  Mateo,  Calif.-based 
company  that  tracks 
Internet  performance. 
Meanwhile,  32%  of  vis¬ 
itors  were  locked  out 
from  CNN’s  site, 
53%  from 

MSNBC’s. 

Even  so,  most 
Web  sites  with¬ 
stood  the  traffic 
well.  NetRatings,  a 
research  firm  in 
I  Milpitas,  Calif., 
11  rated  the  most  popu¬ 
lar  sites  for  the 
reports,  in  descend¬ 
ing  order,  as 
MSNBC,  Yahoo!,  the 
government’s  Thomas 
server  and  CNN. 
NetRatings  said  3.1 
million  people  read  the 
report  on  Friday  alone. 


expect  to  reap  circulation  increases  in  the 
days  around  the  report’s  release,  since 
many  reported  sold-out  editions,  despite 
added  press  runs.  And  news  Web  sites  in 
general  reported  record  traffic. 

While  Congress  disclosed  the  report  on 
its  Web  site  (www.house.gov),  where  it 
was  available  free  to  millions  of  people 
equipped  with  a  computer  and  a  modem, 
only  one  in  10  American  adults  read  it 
online,  compared  with  28%  who  read  it  or 
its  excerpts  in  a  newspaper,  according  to  a 
poll  released  Sept.  16  by  the  Pew 
Research  Center  for  the  People  &  the 
Press  in  Washington.  In  other  words,  more 
people  read  the  report  in  the  newspaper 
than  anywhere  else. 

“It  was  infinitely  easier  to  handle  in  a 


The  House  of  Representatives’  sud¬ 
den  release  of  the  Starr  report  on  the 
Internet  leapfrogged  traditional 
media  gatekeepers  and  sent  newsrooms 
scrambling  for  ways  to  present  the  lurid 
details  of  President  Clinton’s  sexual 
escapades. 

But  initial  fears  that  the  unprecedented 
disclosure  on  the  global  computer  net¬ 
work  would  somehow  usurp  the  power  of 
print  media  were  unfounded,  according  to 
newspaper  editors  and  media  analysts.  If 
anything,  the  hoopla  leading  up  to  the 
report  only  whetted  demand  for  newspa¬ 
pers,  editors  said. 

“You  think  people  don’t  still  turn  to  a 
when  it  mat- 


newspaper 
ters?”  asked  Nigel  /■* 
Wade,  editor  in  chief  | 
of  the  Chicago  Sun-  |  ^ 
Times.  “Of  course  I  ’ 
they  do.  This  proves  I 
it.” 

He  was  talking*!  I 
about  the  response  tm  I 
the  colossal  effort  byi  * 
many  newspapers  to) 
rush  to  print  with  spe-| 
cial  coverage  of  inde-’- 
pendent  counsel 
Kenneth  Starr’s  report, 
rife  with  X-rated  I 
details  about  Clinton’s 
sexual  encounters  with 
a  White  House  intern, 
released  Friday  after¬ 
noon,  Sept.  1 1 . 

Newspapers  posted 
the  report  on  their  Web 
sites,  and  published 
extra  editions,  special 
sections  on  the  findings, 
and  full  texts  of  the 
report  itself  —  often  at 
great  expense.  But  while 
it  was  too  soon  to  count, 
newspapers  generally 
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“We  lost  money  on  it,  but  a  great  many 
of  our  readers  called  us  the  week  before 
asking  us,  encouraging  us,  telling  us 
to  print  the  full  report.” 


joined  by  1  million  more 
the  next  day. 

While  the  press  is 
accustomed  to  getting 
documents  before  the  pub¬ 
lic,  the  report  was  live  on 
the  Web  by  3  p.m.  EST 
last  Friday  afternoon.  That 
meant  millions  of  people 
had  access  —  and  actually 
read  —  the  unedited  report  Just  as 
reporters  and  editors  were  getting  their 
first  look  at  it.  The  House  provided  the 
report  to  major  news,  and  even  non-news, 
sites  via  Internet-based  file  transfers. 
Yahoo!  said  it  received  the  report  at  2:50 
p.m.  and  posted  it  five  minutes  later. 
Many  news  organizations,  including  the 
Associated  Press  and  CNN,  quickly  made 
the  full  report  available  on  their  Web 
sites.  AP  provided  the  full  report  used  by 


many  newspaper  sites.  International 
papers  downloaded  the  report  via  the 
AP's  file  transfer  protocol  server  in 
London. 

SLEAZE  OR  NO? 

Getting  the  IO(),(XX)-plus-word  report 
on  the  Web  was  easy.  The  difficult  ques¬ 
tion  for  newspapers  was  what  to  print. 
Editors  disagreed  on  how  much  their 
readers  wanted  to  know.  Many  large 


newspapers  ran  the  full 
report  unexpurgated,  while 
others  ran  excerpts,  and  a 
few  edited  out  the  most 
salacious  details. 

In  the  end,  economics 
and  pressroom  logistics 
were  determining  factors 
for  many  papers.  Small  and 
medium-sized  papers  only 
ran  news  stories  and  brief  excerpts.  The 
Salt  Lake  Tribune  posted  the  report  on  its 
Web  site  because,  “It  was  too  big  to  run  in 
the  paper,”  one  editor  said. 

While  some  metro  papers  excerpted 
the  reports  for  space  reasons,  the  Dallas 
Morning  News  printed  the  full  report  — 
cleansed  —  and  gave  the  same  treatment 
on  its  Web  site. 

News  executive  editor  Gilbert  Bailon 
said  an  editor  was  a.ssigned  to  highlight 


Delving  into  smut  with  Starr 


While  newspaper  editors  are  used  to  salty  language  in  the 
newsroom,  independent  coun.sel  Kenneth  Starr’s  X- 
rated  report  forced  them  to  grapple  anew  with  how  to  present 
lurid,  but  sometimes  important,  details  without  offending 
reader  sensibilities. 

Editors  questioned  before  and  after  the  445-page  report  was 
released  worried  about  the  graphic  content  of  stories  printed 
since  the  sex  scandal  broke  in  January  but  tried  to  balance 
them  against  the  need  to  include  details  providing  context  for 
readers.  For  months  stories  of  a  “semen-stained  dress,”  “oral 
sex,”  sexual  stimulation  with  a  Cuban  cigar,  and  the  definition 
of  sex  have  filled  the  news.  It  turns  out 
they  were  just  a  warm-up  for  Starr’s 
soft-pom  case  for  impeachment.  Here’s 
what  editors  said  before  and  after. 

•  Earlier,  Tim  Gallagher,  editor  of  the 
Ventura  County  (Calif.)  Star,  said,  “We 
are  a  family  newspaper,  and  we  need  to 
remember  that  old  saw.  This  case  calls 

I  for  a  balance  of  tastefulness  vs.  need-to- 

know  that  we  have  never  experienced 
before.  1  am  coming  down  on  the  side  of 
leaving  something  to  the  imagination 
and  .sparing  readers  the  details. ...  I  do  not  think  it  contributes 
to  readers’  conclusions  about  the  right  or  wrong  of  the  presi¬ 
dent’s  actions  to  know  whether  he  masturbated,  received  or 
performed  oral  sex,  or  had  intercourse  on  top  of  a  table.” 

Gallagher  after  the  report:  “We  did  not  do  much  editing  of 
the  Starr  report  but  to  print  a  warning  label  on  the  front  of  the 
section.  It  told  readers  that  the  report  contained  graphic  refer¬ 
ences  and  adult  language.  In  my  14  years  as  an  editor,  I  must 
say  that  this  was  one  of  the  toughest  calls  I  ever  had  to  make. 
The  report  was  so  detailed  and  contained  references  to  acts 
that  are  usually  found  in  the  jjages  of  Penthouse.” 

•  Earl  Maucker,  editor  of  the  Sun-Sentinel  in  Fort  Lauderdale, 
Ra.,  before  the  report:  “We  publish  Dr.  Ruth  and  she  has  been 


covering  topics  like  that  for  many  years.  We  edit  that  column 
carefully,  too _ Telling  a  story  that  sends  the  appropriate  mes¬ 

sage  and  in  the  right  context  can  be  done  without  graphic,  explic¬ 
it  detail. . . .  The  challenge  here  has  been  that  Clinton  has  made 
it  necessary  to  define  the  sexual  activity  because  he  has  chosen 
a  strict  legal  definition  as  outlined  in  the  Paula  Jones  testimo¬ 
ny,  forcing  us  to  get  more  specific  than  just  ‘sexual  activity.’” 

Maucker  after  the  report:  “We  did  some  editing,  but  not 
much.  None  in  the  summary,  but  in  the  narrative,  we  found 
some  of  the  sexual  references  repetitive  and  gratuitous.  We 
have  received  about  400  calls  to  our  Sourceline  telephone  num¬ 
ber,  most  of  which  have  either  been  sup¬ 
portive  of  Clinton  or  Starr  and  a  dozen  or 
so  unhappy  that  we  published  the  explic¬ 
it  language.” 

•  Before  the  report,  Phil  Haslanger, 
managing  editor  of  the  Capital  Times, 
Madison,  Wis.,  said,  “We  try  to  and  we 
do  keep  in  mind  that  even  in  this  enlight¬ 
ened  university  community,  our  newspa¬ 
per  still  lands  on  the  coffee  table  in  fam¬ 
ily  living  rooms. . . .  We  figure  our  read¬ 
ers  have  lots  of  other  avenues  to  learn  all 
the  details  of  this  particular  scandal.  While  we  will  continue  to 
report  and  comment  on  the  principal  developments  in  this 
case,  I  don’t  think  we’ll  spend  a  lot  of  time  exploring  which 
brand  of  cigars  works  best  as  a  dildo.” 

After  the  report,  Haslanger  said  the  Times  ran  three  pages 
of  excerpts  preceded  by  a  warning:  “To  say  these  are  strange 
times  rates  as  a  classic  understatement. . . .  Some  of  the  details 
in  Starr’s  report  are  graphic  and,  frankly,  disgusting.  ...  We 
are  printing  these  excerpts  so  that  you.  as  citizens,  can  judge 
for  yourself. ...  We  have  edited  these  excerpts,  leaving  out  the 
more  lurid  details.  You  should  be  aware,  however,  that  some 
may  still  be  offended  by  some  of  the  information.” 

—  David  Noack 


“This  case  calls  for 
a  balance  of  tastefulness 
vs.  need-to-know 
that  we  have  never 
experienced  before.” 
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Nearly  80  endorse  resignation 

As  E&P  went  to  press,  these  newspapers  were  calling  for  President  Clinton's  resignation,  according 
to  the  Associated  Press.  Some  had  taken  this  steind  prior  to  release  of  the  Starr  report. 


lurid  sections  of  the  report  with  a  yellow 
marker.  Then  a  team  of  editors  read 
through  to  decide  what  to  cut.  “Especially 
when  there  were  sexual  encounters,  we 
didn’t  go  into  every  lurid  detail,”  he  said. 
“We  obviously  had  to  run  some  portion  to 
give  an  idea  of  what  was  going  on.” 

Bailon  feared  reader  reaction  to  the 
unedited  version:  “Some  would  have  said 
it  was  revolting,  that  they  didn’t  need  that 
level  of  detail.  Our  area  might  be  a  little 
bit  more  conservative  in  a  religious  and 
moral  sense  than  other  parts  of  the  coun¬ 
try.”  ; 

Other  papers  ran  warnings  to  alert 
readers  to  the  report’s  graphic  sexual  con¬ 
tent.  Some  editors  wrote  front-page 
columns  explaining  the  decision  to  print 
words  normally  banned  from  family 
newspapers.  The  tabloid  Chicago  Sun- 
Times,  for  instance,  warned  readers  on 
Page  One  that  its  36-page  special  section 
“contains  material  that  may  be  offensive 
to  readers.”  It  said  news  stories  in  the 
main  section  avoided  the  most  graphic  I 
references,  while  the  pullout  section’s 
excerpts  left  them  in  “because  they  are 
central  to  the  special  prosecutor’s  case 
and  the  dispute  over  where  Clinton  lied 
under  oath.” 

SPEED  WAS  AT  ISSUE 

When  to  publish  the  report  was  anoth¬ 
er  issue.  At  least  one  newspaper  actually 
put  an  extra  edition  on  the  streets  Friday 
afternoon.  Denver’s  Rocky  Mountain 
News  published  15,000  extras  with 
excerpts  of  the  report  and  news  stories 
about  it,  while  its  Web  site 
(InsideDenver.com)  ran  the  full  text  and 
the  White  House’s  rebuttal. 

Several  papers  managed  to  get  the 
report  on  press  Friday  night.  The  New 
York  Times,  Washington  Post,  Boston 
Globe,  Kansas  City  (Mo.)  Star  and 
Arkansas  Democrat-Gazette  ran  the  full 
text  in  Saturday  editions.  They  ran  the 
long  rebuttal  either  on  Saturday  or  Sunday. 

The  St.  Louis  Post-Dispatch  didn’t  run 
the  report  until  Monday  because  presses 
were  already  running  overtime  over  the 
weekend  printing  a  special  section  on 
hometown  baseball  hero  Mark 
McGwire’s  record-breaking  62nd  home 
run  (related  story,  p.  36). 

Papers  including  the  Los  Angeles 
Times,  Chicago  Sun-Times,  Long  Island, 
N.Y.,  Newsday,  New  York  Daily  News, 
Baltimore  Sun,  San  Francisco  Chronicle 
and  Seattle  Times  ran  lengthy  excerpts 
over  the  weekend.  Editor  Wade  said  the 
Chicago  Sun-Times  couldn’t  print  the  full 

1  0 


NATIONAL  USA  Today 
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report  for  technical  reasons,  adding,  “I 
don’t  believe  our  readers  missed  any¬ 
thing.  It  was  more  reader-friendly  than 
dumping  the  complete  legalistic  docu¬ 
ment  in  their  laps.” 

The  Los  Angeles  Times,  also  limited  in 
what  it  could  run,  settled  on  a  16-page  spe¬ 
cial  section  of  excerpts  from  the  report  and 
the  rebuttal.  “That’s  all  we  could  do  given 
our  capacity,”  said  Leo  Wolinsky,  manag¬ 
ing  editor,  news.  “We  were  maxed  out.” 

Newspapers  justified  running  the  full 
text  of  the  report  as  a  service  to  readers. 
Philadelphia  Inquirer  editor  Robert  J. 
Rosenthal,  for  example,  said,  “These  two 
documents  are  extraordinarily  important 
and  historically  significant,  regarding 
matters  of  profound  public  concern.” 

In  Missouri,  Kansas  City  Star  editor 
and  vice  president  Mark  Zieman,  said, 
“We  lost  money  on  it,  but  a  great  many  of 
our  readers  called  us  the  week  before  ask¬ 
ing  us,  encouraging  us,  telling  us  to  print 
the  full  report.  Part  of  it  was  that  people 
knew  Starr  had  spent  millions  of  dollars 
on  this  report.  They  thought  they  had  paid 
for  it.” 

Nor  was  the  effort  cheap.  It  cost  the 
Boston  Globe  $1(X),()()0  for  its  36-page 
special  section,  the  New  York  Times 
reported. 

In  Clinton  country,  the  Arkansas 
Democrat-Gazette  probably  spent 
$15,(X)0  to  $18,000  on  its  22-page  special 
edition.  “I  suspect  we’re  the  smallest 
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paper  who  ran  the  whole  report,”  said 
Griffin  Smith  Jr.,  executive  editor  of  the 
170,(X)0-circulation  daily.  “But  at  7  a.m. 
Saturday  morning,  every  subscriber  in 
Arkansas  had  the  full  report  and  all  the 
footnotes.”  As  the  largest  newspaper  in 
Clinton’s  home  state,  the  Democrat- 
Gazette  never  seriously  considered  anoth¬ 
er  option.  Smith  said. 

Logistically,  the  report  posed  problems 
because  nobody  knew  how  a  445-page 
government  report  would  flow  onto 
newsprint.  As  a  result,  several  papers 
reserved  too  much  space  for  their  special 
editions.  The  Ne^s’  York  Times,  for  exam¬ 
ple,  filled  out  its  24-page  Starr  report  sec¬ 
tion  with  eight  full-page  house  ads. 

The  Kansas  City  Star  prepared  early 
on  Friday  by  reconfiguring  its  presses  and 
experimenting  with  type  sizes.  In  the  end, 
its  32-page  broadsheet  section  carried  the 
complete  text,  but  the  price  was  combin¬ 
ing  its  three  editions  into  one. 

AP’S  ‘STARR  CHAMBER’ 

In  New  York  City,  AP  knew  that  trans¬ 
mission  via  the  news  wire  would  have 
taken  hours,  so  it  distributed  the  full 
report  from  an  FTP  site  and  its  Web  site, 
the  Wire,  in  ASCII  text  format  and  the 
Web’s  HTML  language.  It  also  moved 
extensive  excerpts  over  the  normal  distri¬ 
bution  system  in  choose-your-own 
lengths  of  33,000,  16,000,  and  6,000 
words.  Some  AP  members  received  the 
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AP  Photo  by  Ed  Bailey 

AP  assembled  18  editors  in  the  “Starr  Chamber”  Sept.  11  to  process  the  independent  counsel’s  report  on  President  Clinton. 


report  via  AP’s  AdSend  advertising  distri¬ 
bution  system.  AP  editors  in  a  special 
command  center  —  dubbed  the  “Stan- 
Chamber”  —  worked  for  three-and-a-half 
hours  to  edit  the  report. 

It  was  too  early  for  most  papers  to  tally 
circulation  increases,  but  they  expected 
added  press  runs  would  return  an  uptick. 
The  Kansas  City  Star's  8,000  to  10,000 
extra  copies  of  editions  with  the  report 
were  expected  to  set  record  Saturday  cir¬ 
culation,  editor  Zieman  reported. 

In  Chicago,  the  Sun-Times  sold 
approximately  20,000  copies  more  than 
its  usual  424,000  on  Sunday,  according  to 
Wade,  while  its  archrival  Tribune 
increased  its  press  run  by  40,000,  but 
didn’t  have  results  by  midweek.  “It  was 
hard  to  find  a  newspaper  anywhere  any¬ 
one  went,”  said  deputy  managing  editor 
for  news  James  O’Shea. 

‘PROFOUND  IMPLICATIONS’ 

What  does  this  all  mean  for  newspa¬ 
pers?  “The  release  of  the  report  on  the 
Internet  has  profound  implications  for 
journalism  and  democracy,”  said  John 
Pavlik,  an  online  journalism  scholar  at 
Columbia  University  in  New  York. 
“Foremost,  it  means  that  journalists  are 
no  longer  the  sole,  or  even  the  primary, 
provider  of  news/information  to  the  pub¬ 
lic.  As  a  result,  journalists  must  reconsid- 


“It  may  help  define  the 
Internet  as  a  medium 
of  information  for 
government  data  in  a 
similar  way  to  what  the 
Kennedy-Nixon  debate 
did  for  television.” 

er  their  role  in  a  democracy.  Fund¬ 
amentally,  journalists  must  expand  their 
role  as  ‘sense-maker’  in  an  age  of  infor¬ 
mation  abundance  and  direct  information 
access.” 

Several  editors  agreed  that  the  Starr 
report’s  release  underscores  the  argument 
that  newspapers’  value  lies  in  analysis 
best.  “What  we  do  best  is  analysis,  the 
behind-the-scenes  piece,  the  context. 
People  look  to  newspapers  knowing  they 
are  getting  the  truth.  [We]  give  them 
depth  and  perspective,”  said  the  Los 
Angeles  Times'  Wolinsky. 

“It  remains  the  case  and  is  perhaps 
even  more  the  case  than  ever  before  that 
what  people  look  to  newspapers  for  . .  .  is 


to  make  sense  of  things  and  to  distill 
some  knowledge  from  an  avalanche  of 
data,”  said  Wall  Street  Journal  spokesman 
Richard  Tofel.  “I  think  a  lot  of  our  read¬ 
ers  appreciated  only  being  given  two 
columns  of  excerpts  and  another  couple 
of  pages  of  analysis  rather  than  wading 
through  500  pages  themselves.” 

USA  Today  editor  Dave  Mazzarella 
cautioned  newspapers  not  to  abandon  the 
news.  Take  into  account  when  a  report  is 
available  on  the  Internet,  he  suggests,  but 
don’t  necessarily  switch  from  reporting  to 
analysis  and  reaction.  Good  newspapers 
will  do  both. 

As  newspapers  adapt  to  a  changing 
role,  Columbia  University’s  Pavlik  said, 
they  have  multiple  responsibilities  —  one 
rea.son  they  published  it  in  both  print 
and  online.  Another  reason  is  that  most 
newspaper  readers  don’t  regularly  use  the 
Net. 

George  Harmon,  a  professor  at  the 
Medill  School  of  Journalism  at 
Northwestern  University  in  Evanston,  Ill., 
said  the  Starr  report  could  result  in  “a  ris¬ 
ing  of  consciousness  for  the  computer- 
illiterate  segment  of  society.”  In  any 
event,  he  said,  “It  may  help  define  the 
Internet  as  a  medium  of  information  for 
government  data  in  a  similar  way  to  what 
the  Kennedy-Nixon  debate  did  for  televi¬ 
sion  and  political  discourse.”  1^1 
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Hack  anack  sends  chill 
through  news  Weh  sites 

Fear  and  vulnerability  after  hackers  disable  N.Y.  Times  site,  posting  porn  and 
vicious  commentary 


by  David  Noack 

The  hacker  group  that  disrupted  the 
New  York  Times  on  the  Web  to 
demonstrate  support  for  jailed 
computer  hacker  Kevin  Mitnick  has 
spurred  newspapers  to  recheck  their  serv¬ 
er  security  systems  —  but  not  to  talk 
about  their  moves. 

The  issue  of  Web  site  security  in  a 
world  of  networked  computers  was  crys¬ 
tallized  Sept.  13,  when  visitors  to  the 
Times  site  found  soft  pom  images  and  a 
rambling  diatribe  against  Times  technolo¬ 
gy  reporter  John  Markoff.  The  invaders 
identified  themselves  as  HFG,  or  Hacking 
for  Girlies. 

Markoff  co-authored 

TakeDown,  a  book  detailing  the 
search  for  Mitnick,  who  was 
convicted  of  computer-related 
fraud  charges,  and  covered  his 
arrest  in  the  Times. 

Since  the  cyber-intmsion,  the 
Times  has  been  securing  the  site, 
assessing  the  damage,  and  ^ 
checking  for  hidden  programs, 
called  worms  or  Trojan  Horses, 
that  may  have  been  left  to  do 
damage  later.  Because  of  the 
continuing  security  measures, 
some  features,  such  as  classified 
searching,  were  not  working  as 
of  press  time. 

The  site  notified  readers: 
“Because  of  an  attack  by  hack¬ 
ers,  The  New  York  Times  on  the 
Web  was  unavailable  for  more 
than  9  hours  on  Sunday.  Most  of 
the  site  has  been  restored,  but 
certain  areas  remain  inaccessi¬ 
ble,  including  the  classifieds, 
archive,  forums  and  site  search.” 

Newspapers  contacted  for 
comment  on  Web  site  security 
declined  to  provide  any  informa¬ 
tion.  Several  said  that  talking 
about  security,  even  in  general 
terms,  will  only  invite  hackers  to 
try  breaking  the  safeguards. 

1  4 


“By  relying  on  multiple 
networked  computers  to 
provide  content,  a 
complex  system  such  as 
at  the  Times’  effectively 
creates  multiple 
doorways  through  which 
an  intruder  can  enter.” 


Doug  Edwards,  an  online  manager  with 
the  San  Jose  Mercury  yVews/Mercury  Center, 
said  the  technical  staff  was  “reluctant  to 
offer  any  insights  on  how  to  protect  a  site. 
We  don’t  have  any  thoughts  to  offer  the 
New  York  Times,  other  than  our  condolences.” 

And  the  online  editor  for  a  Western 
metro  said,  requesting  anonymity,  that  the 
Times  incident  underscores  the  vulnerabil¬ 
ity  of  newspaper  Web  sites. 

“Does  hacking  occur  more  often  than 
it’s  reported?  I  imagine  so,  as  our  mail 
server  was  the  target  of  some  rerouted 
spam  earlier  this  year.  We’ve  since  put  in 
measures  to  prevent  it  from  happening 
again.”  It  happened  despite  a  so-called 
“firewall,”  he  said,  asking  that 
his  paper  not  be  named,  since 
hackers  “just  may  like  to  pick 
their  targets  based  on  stories  like 
this,”  he  said. 

A  firewall  is  a  system 
designed  to  prevent  unautho¬ 
rized  access  to  or  from  a  closed 
network. 

Tori  Smith,  a  spokeswoman 
for  the  Associated  Press,  which 
runs  the  Wire,  a  popular  news 
site,  also  said  the  technical  staff 
declined  comment  on  the  sub¬ 
ject. 

Eric  Meyer,  an  online  expert 
and  S^sistant  professor  of  jour¬ 
nalism  at  the  University  of 
Illinois  at  Champaign-Urbana, 
said  networked  computers  are 
inherently  vulnerable  to  hacker 
attacks. 

“Every  site  is  vulnerable,  and 
every  site  probably  has  at  least 
one  or  two  hacker  nibblings  each 
month,”  he  said.  “The  more 
elaborate  any  system  becomes, 
the  more  prone  it  is  to  attack.  By 
relying  on  multiple  networked 
computers  to  provide  content,  a 
complex  system  such  as  at  the 
Times'  effectively  creates  multi¬ 
ple  doorways  through  which  an 
see  Hackers  on  page  55 
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from  HFG  —  Hacking  for  Girlies  —  had  their  way  with  it  for 
hours  Sunday,  Sept.  13. 
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S.F.  gang-rack 
plan  hits  snags 


One  of  the  multi¬ 
ple-title  racks  tested  in  San 
Francisco 


Squabbling  over 
committee  makeup 
slows  imple¬ 
mentation 

by  M.L.  Stein 

San  Francisco’s 
plan  for 
replacing  free-  " 
standing  news  racks  #4**^ 
with  pedmounts  has 
become  ensnarled  in 
bickering  between 
the  Department  of 
Public  Works  and 
newspapers  over  the 
makeup  of  the  committee  overseeing  the 
changeover  and  the  enabling  ordinance 
itself. 

The  Newsrack  Advisory  Committee 
currently  contains  no  representatives  of 
the  city’s  two  dailies  and  two  major 
weeklies. 

The  San  Francisco  Newspaper  Agency, 
the  Joint  business  and  production  arm  of 
the  San  Francisco  Chronicle  and  San 
Francisco  Examiner,  also  is  unhappy  over 
proposed  restrictions  on  what  newspapers 
the  multiple  racks  can  display  at  certain 
locations.  An  ordinance  adopted  last  May 
requires  that  papers  sold  at  an  existing 
kiosk  cannot  be  in  a  pedmount  closer  than 
1 00  feet  away. 

The  news  rack  law  has  been  controver¬ 
sial  from  the  start.  In  August,  the  joint 
agency,  which  bid  for  the  contract,  and 
several  weeklies  were  .stunned  by  the 
city’s  decision  to  accept  a  bid  from 
Adshel  Inc.,  a  New  York  City-based  com¬ 
pany  that  has  never  built  or  operated 
newspaper  racks. 

Adshel’s  deal  with  the  city  is  not  yet 
cemented  and  the  newspaper  agency  still 
considers  itself  in  the  running  for  the 
franchise. 

Adshel  was  not  among  the  original 
bidders  that  had  installed  prototype 
mounts  on  city  streets.  A  fundamental 
problem  is  that  neither  the  dailies,  nor 


HONG  KONG 

Special  Administrative  Region 
For  inquiry  about  this  unique 
and  dynamic  city,  talk  to 


Hong  Kong  Economic 
&  Trade  Office 

John  Chuan 

680  Fifth  Avenue 
New  York,  NY  10019 
(212)  265-8888 

Jean  Ip 

130  Montgomery  Street 
San  Francisco,  California  94104 
(415)  835-9300 

Allison  Bozniak 
1520  18th  Street,  NW 
Washington,  DC  20036 
(202)  331-8947 


Solutions 
without 
big  ~ 
dollar 
signs 


Stauffer 

Media 

Systems 


P.O.Box  1330 
Joplin.  MO  64801 


We  have  what  you  have  always  wanted, 
but  thought  you  couldn  7  afford. 

Quality  software 
designed  to  Jit  the  needs  of  small  to 
medium  sized  newspapers. 


Ad  data  entry  software 
AdQue 

Electronic  Archive  Systems 
Stauffer  Gold  Library  -  Library  Lite 


Electronic  Audio  Information  Systems 
Stauffer  Gold  Audiotext  -  Audiotext  Lite 

Y2K  Ready  Business  Systems 
Stauffer  Gold  Advertising 
Accounts  Payable  -  Payroll 
General  Ledger  -  Circulation 

On-line  Systems 
Internet  classified  -  Quadrant 
Internet  archive  -  Voyager 
Archive  Internet  module  -  Stauffer  Gold  Interconnect 


See  us  at  America  West/NNA  Booth  #191 
or  call  Jerry  DeBondt  (515)  327-1582,  Kim  Sexton 
(816)  478-0009,  or  Keith  Wood  (785)  295-1148. 


www.mediainfo.com 


EDITOR  &  PUBLISHER  SEPTEMBER  19.  1998 


15 


most  of  the  weeklies,  want  pedmounts  at 
all.  They  claim  multiple  racks  rob  each  of 
their  individual  identities. 

The  composition  of  the  news  rack  com¬ 
mittee,  picked  by  city  public  works  chief 
Mark  Primeau,  has  produced  a  rare  showing 
of  solidarity  between  the  alternative  San 
Francisco  Bay  Guardian  and  the  dailies. 

In  a  recent  editorial  headed  “The  news- 
rack  mess,”  the  Guardian  complained  that 
none  of  the  city’s  four  largest  papers  is  rep¬ 
resented  on  the  committee,  nor  are  union¬ 
ized  drivers  who  stock  the  daily  newspaper 
racks.”  The  editorial  called  the  bidding 
“deeply-flawed”  and  said  it  led  to  selection 
of  an  “utterly  unqualified  contractor.” 

SFNA  circulation  director  Steve  Hearst 
said  that  a  recent  meeting  with  city  offi¬ 
cials  and  newspaper  people  became  so 
fractious  that  another  session  was  set  for 
October  to  try  to  resolve  the  issues. 

DPW  news  rack  manager  Dan 
Brugmann,  who  chairs  the  committee, 
said  SFNA  was  ineligible  because  it  was  a 
bidder. 

The  1 1  -member  panel  includes  repre¬ 
sentatives  from  USA  Today,  the  thrice- 

“I  see  no  reason  why  we 
can’t  have  our  papers  in 
both  locations,  no  matter 
how  close  they  are.” 


weekly  San  Francisco  Independent; 
weekly  San  Francisco  Downtown;  classi¬ 
fied  paper  San  Francisco  Advertiser; 
Independent  Grocers  Association;  Market 
Street  Association,  an  architectural  firm;  a 
law  firm;  and  the  Building  Owners  and 
Managers  Association  of  San  Francisco. 

Hearst  said  he  was  particularly  annoyed 
by  the  ordinance’s  100-foot  rule,  as  it 
affects  Chronicle  and  Examiner  sales 
from  European-style  kiosks.  “I  tried  to 
explain  to  the  committee  that  the  kiosks 
are  not  open  at  night  white  newspapers  in 
racks  are  available  24  hours,”  he  related. 
“I  see  no  reason  why  we  can’t  have  our 
papers  in  both  locations,  no  matter  how 
close  they  are.” 

Brugmann,  whose  father,  Bruce 
Brugmann,  is  editor  and  publisher  of  the 
Guardian  and  an  outspoken  foe  of  pedestal- 
mounted  racks,  said  SFNA  did  not  object  at 
public  hearings  on  the  ordinance.  But  he 
allowed  that  the  law  could  be  changed. 
Weeklies  supported  the  100-foot  limit 
because  they  are  locked  out  of  kiosks. 
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Mong  steps  up  after 
Halbreich  steps  down 


Longtime  Belo  exec 
departs  and  mulls  starting 
his  own  chain 

fter  creating  the  Dallas  Morning 
News'  first  marketing  department 
just  five  years  out  of  college  at  the 
start  of  a  24-year  career  that  catapulted 
him  to  president 
and  general  man¬ 
ager,  Jeremy  L. 

Halbreich  is  leav¬ 
ing  the  paper  — 
possibly  to  start 
his  own  newspa¬ 
per  group. 

“One  thing 
I’ve  been  think¬ 
ing  of  pursuing  is 
forming  a  hold-  Jeremy  L.  Halbreich 
ing  company  and 

purchasing  some  newspapers.  Now  I  don’t 
know  if  I’ll  be  able  to  pull  that  off,  but  it 
is  one  thing  1  will  be  pursuing  very 
aggressively,”  Halbreich  said. 

Replacing  Halbreich  in  both  positions, 
parent  company  A.H.  Belo  Corp. 
announced,  is  Robert  W.  Mong  Jr.,  who 
joined  the  Morning  Nch’s  as  assistant  city 
editor  in  1979  and  is  currently  executive 
vice  president  of  the  Dallas-based  media 
company’s  publishing  division. 

“We’re  always  disappointed  to  see 
someone  as  good  as  Jeremy  is  do  some¬ 
thing  else,  but  he  has  been  wanting  to  do 
something  entrepreneurial  for  a  while,  and 
you  can’t  really  quarrel  with  a  decision 
like  that,”  said  Burl  Osborne,  Morning 
News  publisher  and  president  of  Belo’s 
publishing  division. 

Mong  began  his  career  in  1971  as  a 
reporter  at  papers  in  Indiana,  Ohio  and 
Wisconsin  before  joining  the  Morning 
News,  where  he  rose  to  become  its  16th 
managing  editor  in  1990.  He  served  as 
business  editor,  projects  editor  and  deputy 
managing  editor  before  being  named  pub¬ 
lisher  of  Belo’s  newly  acquired 
Messenger-Inquirer  in  Owensboro,  Ky.,  in 
1996.  He  returned  to  Dallas  as  executive 
vice  president  of  the  publishing  unit  in 
September  1997. 

Halbreich  joined  the  Morning  News 


fresh  out  of  college  in  1974  at  the 
urging  of  Robert  Decherd,  who  had  grad¬ 
uated  a  year  ahead  of  him  and  returned  to 
Texas  to  help  run  Belo,  the  family  busi¬ 
ness. 

At  the  time,  the  Morning  News  had  a 
reputation  as  a  sleepy,  gray  paper  of 
record  that  was  ill-prepared  for  competi¬ 
tion  with  the 
feisty  Times 

Mirror-owned 
Dallas  Times 

Herald.  While 
the  paper’s  jour¬ 
nalistic  prowess 
grew,  Halbreich 
concentrated  on 
marketing.  He 
created  the  first 
marketing  depart¬ 
ment  in  1979  and 
earned  promotions  every  few  years  until 
being  named  general  manager  in  1987, 
president  in  1991. 

Building  on  his  position  at  the  Morning 
News,  Halbreich  has  also  played  a  major 
role  at  the  Audit  Bureau  of  Circulations, 
chairing  an  industry  task  force  that  held 
contentious  discussions  about  market  seg¬ 
mentation  and  discounting. 

This  fall,  ABC  is  set  to  consider  a  pro¬ 
posal  championed  by  Halbreich’s  task 
force  that  would  allow  newspapers  to 
report  deeply  discounted  copies  as  part  of 
their  total  circulation. 

Halbreich  will  continue  his  ABC  duties 
until  the  group’s  annual  meeting  in 
November. 

“Robert  Decherd  and  I  go  back  togeth¬ 
er  to  college  .  .  .  and  I  came  with  a  real 
commitment  and  vision  of  turning  the 
Morning  News  into  what  we  hoped 
would  be  a  great  newspaper.  And  we  suc¬ 
ceeded.  And  going  forward,  as  I  said.  I’ve 
gotten  spoiled,  and  I’m  going  to  hold  out 
for  something  that  will  give  me  the 
same  sense  of  excitement  and  fun  and 
energy.  If  I  were  10  or  15  years  older,  I 
obviously  would  be  staying  here,”  said 
Halbreich,  46. 

He  said  he  wanted  to  “accelerate  his 
career”  and  would  be  pursuing  opportuni¬ 
ties  in  or  out  of  the  newspaper  industry. 


Robert  W.  Mong  Jr. 
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NAA  advertorial  package 
puts  high  gloss  on 
newsprint  product 


and  CEO  of  America  ^  ^  ^ 

Online,  in  his  piece  on  J  AC  all  starts 
newspapers  and  the  I  newspaper 

J  _ 

b  o  6  o  e  I 

Co.,  and  the  ^  »-ONc  uvf  the  He-oetf 

Tribune  Newspaper  NetwoUc!  "' •  '  '■H].,.  ~ 

Full-page  ads  were  priced  at  $50,000  NAA’s  New  York  Times 
gross,  with  an  additional  $5,500  for  color.  insert  promoting  newspapers 
The  supplement  impres.sed  Ellen  T. 

Frisina,  assistant  professor  of  journalism  Bradlee  and  the  entire  supplement,” 
and  mass  media  studies  at  Hofstra  Frisina  said,  “that  in  order  to  get  the  whole 

University,  and  her  students  in  story,  you  have  to  read  about  it  in  the 

Hempstead.  N.Y.  newspaper.  It’s  a  point  that  I've  hit  upon  in 

“The  point  was  made  so  clearly  by  the  education  process.”  !■ 


by  Rob  Lenihan 


The  Newspaper  Association  of 
America  trumpeted  the  marketing 
power  of  newspapers  last  week  in  a 
20-page  “advertorial”  section  in  the  New 
York  Times. 

The  stand-alone  section  —  “It  All 
Starts  With  Newspapers”  —  was  part  of 
NAA’s  national  campaign  and  featured 
contributions  from  heavy  weights  in  jour¬ 
nalism,  advertising  and  business.  It  was 
created  by  NAA,  its  national  sales  sub¬ 
sidiary,  the  Newspajjer  National  Network, 
and  the  Times  and  distributed  on  Monday, 
when  the  Times  business  section  focuses 
on  media. 

NAA  president  and  CEO  John  F.  Sturm 
in  a  statement  called  the  section  “a 
tremendous  opportunity  for  us  to  show¬ 
case  a  story  we’ve  known  for  some  time 
—  that  the  newspaper  industry  is  a 
vibrant,  exciting  and  growing  medium.” 

Contributing  their  thoughts  to  the  four- 
color  broadsheet  section  were  Ben 
Bradlee,  vice  president  at  large  of  the 
Washington  Post  Co.;  Jerry  Della  Femina, 
chairman  of  Della  Femina/Jeary  and 
Partners  and  creator  of  NAA’s  ad  cam¬ 
paign:  Carol  Rasco,  advisor  to  the  U.S. 
Secretary  of  Education  and  director  of  the 
America  Reads  Challenge;  and  Ernie 
Speranza,  senior  vice  president/advertis¬ 
ing  and  marketing  with  Toys  ‘R’  Us. 

History,  Bradlee  wrote  on  the  front 
page,  “needs  the  newspaper  to  get  at  the 
truth  behind  and  beneath  the  dramatic  pic¬ 
tures  and  the  90-second  news  flash.” 

William  Drewry,  Paine  Webber’s  man¬ 
aging  director,  wrote  that  the  newspaper 
industry  has  made  “significant  strides  in 
recent  years  in  refining  its  ability  to  target 
readers  and  deliver  higher  value  to  adver¬ 
tisers.” 

“I’m  confident  newspapers  will  be 
around  for  a  long  time  to  come  —  as  long 
as  they  continue  to  take  seriously  the 
necessity  of  being  part  of  the  new  interac¬ 
tive  world,”  penned  Steve  Case,  chairman 


New  York-based  unit  will 
charge  newspapers 
commission  for  services 


ers,  agencies  and  other  organizations 
involved  in  newspaper  ad  transactions. 

“The  goal  is  to  eliminate  some  of  the 
difficulties  that  advertisers  encounter 
when  placing  multimarket  ads,”  Sturm 
said.  “It  will  be  done  by  electronically 
linking  all  participants  in  the  ad  buying 
and  placing  process.” 

Plans  call  for  the  new  unit  to  use 
Internet  technology,  electronic  com¬ 
merce,  and  centralized  databases  to  con¬ 
nect  advertisers  and  newspapers. 

Sturm  said  the  idea  for  NlCC  devel¬ 
oped  from  the  association’s  experience 
with  its  National  Newspaper  Network 
subsidiary,  a  newspaper  ad  sales  organi¬ 
zation  located  in  New  York. 

Nice  wilt  neither  replace  existing  ser- 


by  Rob  Lenihan 


he  Newspaper  Association  of 
America  is  investing  $5  million  to 
create  a  subsidiary  geared  to  mak¬ 
ing  life  easier  for  everybody  involved  in 
newspaper  advertising. 

NAA  president  and  CEO  John  F.  Sturm 
said  the  Newspaper  Industry 
Communications  Center  will  use  digital 
technology  to  streamline  the  flow  of 
information  among  newspapers,  advertis¬ 
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vice  providers  nor 
negotiate  rates. 

“We  know  from 
our  members  that 
sometimes  the 
process  is  cumber¬ 
some,”  he  said.  “We 
had  the  advantage 
over  the  last  three 
to  four  years  of 
experiencing  the 

process  firsthand.  NNN  was  intimately  , 
involved  in  the  process.  That  certainly 
demonstrated  to  us  the  need  to  make  the  ; 
process  more  efficient,  less  costly  and  bet¬ 
ter  for  everyone.” 

One  of  Nice’s  goals  will  be  to  hook  up 
advertisers  with  important  demographic, 
circulation  and  readership  data.  NICC  wilt 
take  about  a  year  to  get  off  the  ground  and 
have  a  staff  of  about  10-12  people. 

Steve  Maietta,  chairman  of  the 
American  Association  of  Advertising 
Agencies’  newspaper  committee,  wel¬ 
comed  the  concept  of  the  new  unit. 

“On  the  drawing  board,  it  sounds  terrif¬ 
ic,”  said  Maietta,  senior  vice  president  and 
associate  media  director  at  Bates  USA. 
“Until  we  see  what  it  can  actually  do  with 
some  hands-on  experience,  it’s  hard  to 
judge.” 

Maietta  said  there  is  a  definite  need  for 
what  NICC  hopes  to  do  because  ad  agen¬ 
cies  wait  six  weeks  on  average  before  they 
can  confirm  whether  an  ad  ran  correctly  in 
all  the  papers  it  was  scheduled  for. 

Maietta,  noting  that  some  newspaper  ad 
rep  firms  are  also  developing  online  ser¬ 
vices,  said,  “There  may  be  a  little  compe¬ 
tition.  It  could  be  an  interesting  couple  of 
years  for  the  newspaper  business.” 

The  firm  of  Booz-Allen  and  Hamilton 
began  the  concept  development  for  NICC, 
and  KPMG-Peat  Marwick  will  be  the  pri¬ 
mary  developer  to  implement  it. 

“Our  consultants  have  talked  to  a  lot  of 
advertising  folks,”  Sturm  said.  “Generally 
speaking,  advertisers  have  been  very 
excited  about  this,  since  the  primary  aim 
is  to  make  their  job  easier  and  cheaper.” 

Newspapers  will  initially  pay  0.5%  of 
the  ad  revenue  received  via  NICC  for  the 
organization’s  service.  Advertisers,  ad 
agencies  and  other  third-party  vendors 
will  receive  free  assistance  from  NICC 
employees. 

“We’re  going  to  have  a  big  marketing 
job  once  the  system  is  built,”  Sturm  said. 
“That  will  take  some  time,  and  we  recog¬ 
nize  that.  We  think  the  system  is  going  to 
be  so  attractive  that  eventually  people 
won’t  want  to  live  without  it.”  !!■ 


Annual  help  wanted 
bonanza  strong  but 
showing  softness 

Post- Labor  Day  recruitment  sections  posted  ups 
and  downs  —  and  signs  the  pace  is  slowing 


by  Mark  Fitzgerald 

Help  wanted  classifieds  in  last 
Sunday’s  newspapers  —  a  traditional 
post-Labor  Day  economic  indicator  — 
was  big,  but  soft  around  the  edges,  major 
metros  report. 

While  some  big  dailies  racked  up 
records  on  Sunday,  Sept.  13,  more  report¬ 
ed  falling  just  shy  of  previous  marks. 

In  recent  years,  many  newspapers  have 
begun  to  expect  record-setting  linage  from 
the  two  big  annual  recruitment  classified 
promotions  on  the  Sundays  after  Labor 
Day  and  New  Year’s  Day. 

“It’s  a  bellwether  for  us  that  has  been 
doing  very  well  over  the  last  four  or  five 
years,”  said  Harry  Philips,  recruitment  ad 
manager  for  the  Chicago  Tribune.  “It 
always  peaks  after  Labor  Day  then  goes 
into  a  swoon  after  September.” 

Probably  the  most-watched  newspaper 
in  this  area  is  the  Boston  Globe,  and  its 
results  typify  the  situation  around  the 
nation.  The  Globe  ran  119  pages  of 
recruitment  ads,  including  80  in  color.  Not 
bad  but  25  pages  down  from  the  same 
Sunday  in  1997,  and  35  pages  down  from 
its  best-ever  recruitment  promotion  in 

“It’s  a  bellwether  for 
us  that  has  been 
doing  very  well  over 
the  last  four  or  five 
years.  It  always  peaks 
after  Labor  Day  then 
goes  into  a  swoon 
after  September” 


January  1997. 

“This  year  we  experienced  some  of  the 
effects  of  the  decline  in  professional  help 
and  high-tech,”  spokesman  Richard  P. 
Gulla  said.  “I  would  hasten  to  add,  how¬ 
ever,  that  1 19  pages  is  still  pretty  healthy.” 

Similarly,  the  Minneapolis-based  Star 
Tribune  —  which  for  weeks  made  compli¬ 
cated  plans  for  a  record  120  pages  —  only 
landed  102  pages.  That  substantial  result, 
which  ran  without  advertorial,  was  down 
from  the  112-page  package  last  January 
that  included  three  pages  of  advertorial. 

“We  attribute  a  lot  of  that  to  the  good 
weather  we’ve  had,”  recruitment  opera¬ 
tions  manager  Nancy  Danielson  said. 
“People  might  not  have  concentrated  on 
the  TV  and  print  promotions  we  did.” 

The  Philadelphia  Inquirer  was  down 
slightly,  to  100  pages,  from  102  recruit¬ 
ment  pages  last  year. 

The  fall  job  recruitment  push  is  clearly 
catching  on  across  the  nation.  The  San 
Francisco  Examiner  &  Chronicle,  for 
instance,  ran  its  first  Career  Search  Fall 
Preview  Sept.  13  — and  boosted  linage 
30%  and  revenue  27%  over  the  same 
Sunday  in  1997,  said  Bart  Green,  San 
Francisco  Newspaper  Agency  vice  presi¬ 
dent  for  advertising. 

In  its  second  Super  Job  Sunday  promo¬ 
tion,  the  Arizona  Republic  in  Phoenix  was 
up  about  10%  over  last  year  with  60 
pages.  Increases  in  health-industry 
recruiting  offset  a  decline  in  high-tech  and 
engineering  categories,  said  advertising 
director  David  G.  Alley. 

And  the  Chicago  Tribune  had  what  was 
probably  its  best  one-day  recruitment 
package  in  20  years  on  Sept.  13,  said 
Philips.  Its  Safari  of  Jobs  was  up  more 
than  five  pages  over  the  record  set  last  fall, 
he  said. 

The  Washington  Post  chalked  up  a 
whopping  145  pages,  up  21  from  the  year 
before,  it  was  reported. 
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After  first  announcing  he  would  defy 
the  boycott,  Times  publisher  Chris  Jensen 
discontinued  the  job.  In  an  interview, 
Jensen  denied  bowing  to  boycott  pressure 
and  insisted  it  was  “all  a  scheduling  prob¬ 
lem.” 

The  Southern  Voice,  a  10-year-old 
Atlanta-based  gay  weekly,  was  printed  in 
Gainesville,  50  miles  northeast  of 
Atlanta,  for  a  month,  between  April  23 
and  May  19,  before  returning  to  Atlanta 
Offset,  owned  by  a  different  Gannett  divi¬ 
sion.  A  Gannett  statement  said  the  com¬ 
pany  “remains  committed  to  Southern 
Voice  as  a  long-standing  commercial 
printing  customer.” 

Voice  publisher  Chris  Crain  said  the 
Times  “aggressively”  solicited  the  job 
with  a  cut-rate  offer  for  printing  25,000 
copies  weekly.  He  called  Jensen’s  expla¬ 
nation  “as  transparent  as  Saran  Wrap.” 

—  Joe  Nicholson 


boycotted. 

The  Times,  with  a  weekday  circulation 
of  22,642,  reported  100  subscribers  can¬ 
celed  and  two  advertisers  pulled  out  after 
the  ministers  complained  that  Southern 
Voice  advocated  “a  deviant  lifestyle”  and 
compared  it  to  publications  for  the  Ku 
Klux  Klan  and  pedophiles. 


Printer  found 
for  gay  paper 


Another  Gannett  unit  has  taken  over 
contract  printing  of  a  gay  weekly  after 
Gannett’s  Gainesville,  Ga.,  Times  stopped 
printing  it  in  May  as  local  ministers 


^^dIJ  Web  Press  Corporation  Introduces. 


GENERAL  DESCRIPTION 

The  QUAD-STACK  i$  a  low  profile,  single  wkMi,  single 
circumference  modular  constructed,  welHillsel  printing  unit  wNh 
o  vertical  web  lead.  It  is  designed  typicoHy  fix  newspr^sen, 
magazines,  brochures,  books  and  other  commercial  printiny  on 
uncoated  stock.  The  QUADSTACK  is  very  compr^  and  venode. 
It  produces  quality  printing,  very  knv  waste  and  is  simple  to  operate. 

0^  BRUSH  DAMPOmS  I 

'0P  PNtUAUnC  THROW  OffS 

OPnONAllNIEGRAIEDROUSIANO 
0"  35000  iph‘ 

0  VERT  cotmaiTJ  -Bjrmm  hoohit 

NO  SCAFKMJ^  OR  PIAITORMMO  NiebSARr 

0  ATTACHABU  TO  MOST  22  3/4’  ISTtmm  NOMMMIJ 
SINGU  WIDTH  out  AROUND  PUNTINBPRSSStS 

0  OK  BATH  HBJCAL  cur  GEAR  IRAK 

0  BEARERS  ON  AUBUNKETCrUNDERS 

0  NO  REGISTER  VARiADON  OR  MNOUr 
CONTROLS  ftfCESSART 

0  RUNNING  aRCUAtfERENIlAI,SB«Ar  AND  SKEIMNG 
ADJUSTMENTS  ON  AU  PLATE  CYimDERS 

*Actud  production  spaod  dapGodtnt  upon  job  porowglaft. 


ArbitiBtor  upholds 
driver’s  firing 

An  arbitrator  has  decided  the  Hawaii 
Tribune-Herald  had  good  reasons  for  fir¬ 
ing  a  circulation  driver  for  “gross  negli¬ 
gence.” 

The  man  drove  to  a  carrier’s  house 
early  one  morning  to  drop  off  a  bundle  of 
papers,  and  when  he  left  the  truck  parked 
with  the  motor  running  on  a  sloping 
driveway,  it  rolled  into  the  house,  causing 
$1,000  damage  to  the  house,  $1,400  dam¬ 
age  to  the  vehicle.  The  driver,  who 
jumped  out  of  the  way  in  the  nick  of  time, 
admitted  he  made  a  “wrong  decision.” 

On  a  previous  delivery,  it  was  alleged, 
he  had  backed  his  van  into  a  fire  hydrant. 
The  Hilo-based  Tribune-Herald  said  it 
gave  the  man  a  second  chance  as  a  driver 
after  his  stints  in  the  mailroom  and  press¬ 
room  failed  to  measure  up. 

Still,  in  the  truck  incident,  the  Hawaii 
Newspaper  Guild  filed  a  grievance  on  the 
man’s  behalf  that  eventually  went  into 
binding  arbitration.  The  arbitrator, 
Edward  J.  Parnell,  recently  concluded 
that  the  employee  “has  been  shown  to 
have  committed  misconduct  sufficiently 
egregious  to  be  considered  gross  negli¬ 
gence.  . . .  The  employer  was  put  at  seri¬ 
ous  and  needless  risk.” 

The  Tribune-Herald  was  represented 
by  attorney  L.  Michael  Zinser  of 
Nashville.  —  M.L.  Stein 
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Scenes  like  this  don't  happen  twice.  That's  why  you  need  a  film  you  can  rely  on  to  capture  the  shot  the  first  time.  Fujichrome 
Provia  is  a  series  of  color  reversal  films  that  provide  exceptional  versatility,  fine  grain  and  sharpness.  And  with  their  accurate 

color  reproduction,  all  your  images  can  make  this  kind  of  an  impact.  Because  when  you  __ 
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have  to  get  the  picture,  your  film  should  make  sure  you  can.  For  more  information  about 
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Scaife’s  Pittsburgh  combo 


by  Robert  Neuwirth 

On  Nov.  1,  the  17,000-circulation 
North  Hills  News  Record  in  Warrendale, 
Pa.,  will  be  folded  into  the  Pittsburgh 
Tribune-Review.  Subscribers  to  the  North 
Hills  paper  will  receive  a  jointly  named 
edition  of  the  Pittsburgh  paper  that  will 
feature  one  or  two  sections  of  North  Hills 
news. 

The  company  projects  few  layoffs 
from  the  combination.  “I  can’t  tell  you 
that  nobody  will  lose  their  jobs,”  said 
Tribune-Review  general  manager  Lee 
Templeton.  “But  the  workload  doesn’t  go 
away.  There  will  just  be  a  shift  of  where 
the  work  occurs.” 

The  combo  paper  —  replated  with  the 
joint  name  and  destined  only  for  targeted 
ZIP  codes  —  will  be  printed  in  the  com¬ 
pany’s  Newsworks  plant  in  Marshall 
Township  and  the  North  Hills  editorial 
division  will  move  into  vacant  space  in 
the  Newsworks  building.  The  firm’s 


Tarentum  plant,  where  the  News  Record  is 
now  printed,  will  continue  to  print  the 
local  Valley  News  Dispatch  and  USA 
Today.  “There’s  enough  work  to  go 
around,”  said  Templeton. 

North  Hills  readers  have  been  receiving 
the  Tribune-Review  on  Sundays  since  July 
—  and  Templeton  said  that  experiment 
proved  positive.  Readers  of  the  North 
Hills  paper,  he  said,  “share  Pittsburgh 
interests.”  About  1,100  News  Record  sub¬ 
scribers  also  subscribed  to  the  Pittsburgh 
Tribune-Review,  he  added. 

Advertisers  will  be  able  to  buy  just  the 
local  edition,  or  the  entire  Tribune-Review 
print  run,  he  said. 

Tribune  Review  Co.,  owned  by  Mellon 
banking  heir  Richard  M.  Scaife,  bought 
the  North  Hills  paper  from  Gannett  Co.  in 
Dec.  1997. 

The  Tribune-Review  will  also  begin 
breaking  out  its  Pittsburgh  circulation  in 
coming  Audit  Bureau  of  Circulations 
reports,  Templeton  said.  Though  the  paper 
will  still  be  counted  as  an  edition  of  the 


suburban  Greensburg  Tribune-Review,  the 
company  will  detail  its  Pittsburgh  circula¬ 
tion  by  ZIP  code,  making  the  results  of  its 
bitter  circulation  war  with  the  dominant 
Pittsburgh  Post-Gazette  more  readily 
apparent.  In  the  past,  the  paper  has 
lumped  its  Pittsburgh  circulation  in  with 
other  zones,  making  it  almost  impossible 
to  assess  its  success  in  penetrating  the 
urban  market. 

Hold  on:  tough 
times  ahead 

Fasten  your  seat  belts.  The  next  few 
years  may  be  rough  on  newspapers,  says 
Stuart  Garner,  president  and  CEO  of 
Thomson  Newspapers. 

“Consumer  confidence,  on  which  the 
success  of  newspapers  is  built,  is  going  to 
take  a  knock,”  Gamer  said  at  a  Sept.  10 
New  York  symposium  at  which  he  pre¬ 
dicted  “a  year  and  a  half  of  difficulty  for 
newspapers.” 

Gamer  said  newspapers  have  become 
static  and  called  for  new  marketing  strate¬ 
gies.  In  particular,  he  said,  papers  remain 
too  focused  on  selling  advertising  space. 
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rather  than  offering  a  range  of  marketing  strategies  —  from  con¬ 
ferences  to  direct  mail  to  commercial  printing  —  designed  to 
help  marketers  sell  products. 

“We  do  not  serve  our  customers  well,  whether  it’s  readers  or 
advertisers,”  the  British-born  exec  said.  “The  newspaper  indus¬ 
try  has  got  to  change  its  attitude.  It’s  got  to  or  it  will  die  any¬ 
way.” 

News  stocks  downgraded 

Predicting  classified  volume  will  gain  a  meager  0.6%,  amid  a 
slowdown  in  classified  revenue  growth,  Merrill  Lynch  has 
downgraded  newspaper  stocks  as  investments  and  has  cut  1999 
earnings  estimates  by  three  to  four  percentage  points. 

“We  believe  there  is  still  the  risk  of  further  downward  eco¬ 
nomic  revisions  and  can  offer  no  compelling  reason  why  news¬ 
paper  stocks  can  outperform  at  this  juncture,”  a  Sept.  10  report 
noted.  It  downgraded  four  newspaper  stocks  —  Gannett, 
Hollinger,  Knight  Bidder,  and  Times  Mirror  —  to  neutral,  from 
buy. 

Central  ups  dividend 

Central  Newspapers,  publishers  of  the  Arizona  Republic  and 
Indianapolis  Star-News,  has  raised  its  dividend  14%  to  960  per 
share.  The  new  dividend  —  payable  quarterly  at  240  a  share  — 
takes  effect  Oct.  9  for  shareholders  of  record  as  of  Sept.  30. 

National  Post  to  launch 

Building  on  his  recently  finalized  purchase  of  the  Financial 
Post,  media  mogul  Conrad  Black  has  named  his  new  Canadian 
national  daily  the  National  Post.  Aiming  to  challenge 
Thomson’s  Toronto  Globe  and  Mail  as  Canada’s  newspaper  of 
record,  it  is  scheduled  to  debut  on  Oct.  27. 

State  news  for  Lexis-Nexis 

Online  archive  Lexis-Nexis  has  added  the  Associated  Press 
state  wire  to  its  newspaper  database.  The  state  wire  includes 
news  from  143  domestic  bureaus  plus  feeds  from  AP  member 
newspapers  and  broadcasters.  The  deal  calls  for  stories  to  be 
available  24  hours  after  moving  to  AP  members. 

Alaska  addition 

William  Dean  Singleton’s  MediaNews  Group  has  purchased 
the  Kodiak  Daily  Mirror,  a  4,000-circulation  Alaska  daily,  from 
Duane  and  Nancy  Freeman.  Terms  were  not  released.  The 
Freemans  owned  the  newspaper  for  16  years.  MediaNews  also 
owns  the  Fairbanks  Daily  News-Miner.  The  Kodiak  paper 
becomes  MediaNews’  40th  daily. 

Thomson/CNHI  Swap 

Thomson  Newspapers  has  agreed  to  swap  papers  with 
Community  Newspaper  Holdings,  Inc.  Coming  to  Thomson 
will  be  the  15,900-circulation  Chillicothe  Gazette,  which  will 
become  the  eighth  daily  paper  in  Thomson’s  Central  Ohio 
strategic  marketing  group.  CNHl  will  get  the  13,400-circulation 
Daily  Citizen-News  in  Dalton,  Ga  —  the  upstart  company’s 
fourth  daily  in  the  state.  IB 


HOW  TO  CONTACT  EDITOR  &  PUBLISHER 

■  Mail:  1 1  West  19th  Street,  New  York,  NY  1001 M234 

■  E-mail:  edpub@mediainfo.com 

■  Phone:  (212)  675-4380 

■  Fax:  Editorial/Permissions  (212)  691-7287 
Advertising/Mail  Lists/Reprints  (212)  929-1259 
New  Media/Conferences  (212)  929-1894 

SUBSCRIBER  SERVICES  &  BACK  ISSUES 

■  New  subscriptions,  renewals,  subscription  payments,  change 
of  address,  back  copies,  annual  directories,  billing  questions, 
write  to:  E(S?P  Subscription  Dept.,  P.O.  Box  3000,  Denville, 
NJ  07834-3000.  Phone:  (800)  783-4903  -  Mon.-Fri.,  9  a.m.- 
9  p.m.;  Sat.,  9  a.m.-4  p.m.  EST.  Fax:  (973)  627-5872. 

NEWS,  STORY  IDEAS,  PRESS  RELEASES, 

JOB  CHANGES,  OBITUARIES 

■  Please  address  all  news  items  to:  George  Gameau,  managing 
editor.  Fax:  (212)  691-7287. 

LETTERS/ARTICLE  SUBMISSIONS 

■  Please  include  your  name,  company  affiliation  and/or 
residence,  and  phone  number  (for  verification)  on  letters 
intended  for  publication.  Please  send  to  “Letters 

to  the  Editor.” 

■  Submissions  (nonretumable)  for  use  in  “Shop  Talk  at 
Thirty”  or  elsewhere  in  the  magazine  are  accepted  on 
speculation.  Submit  to  “Articles”  c/o  George  Gameau. 

E&P  ARCHIVES 

■  Online  access  to  E6?P  magazine  archives  and  our  entire  Web 
site  archives  -  Editor  &  Publisher  Interactive  -  is  available  at 
http://www.mediainfo.com/Library.htm.  Charges  are  outlined 
on  our  Web  site  or  call  our  new  media  division  at  ext.  505. 

■  Editor  &  Publisher  is  available  in  microfilm  and  electronic 
products  form  from  UMl,  300  N.  Zeeb  Rd.,  P.O.  Box  1346, 
Ann  Arbor,  MI  48106-1346.  Phone:  (800)  521-0600. 

EDITORIAL  REPRINTS/PERMISSIONS 

■  To  order  reprints  of  articles  contact  Reprint  Services. 

Phone:  (612)  582-3800 

■  To  obtain  permission  to  use  any  part  of  E6?P,  contact 
information  services  manager  Shqipe  Malushi  at  ext.  351. 

MAILING  LISTS 

■  Editor  &  Publisher  does  not  release  its  subscriber  list. 

■  The  comprehensive  database  of  the  Editor  &  Publisher 
International  Year  Book  is  available  in  hard  copy, 

CD-ROM  and  customized  lists  on  labels  or  disk. 

Contact  our  CD-ROM/database  representative  at  ext.  172. 

WEB  SITE/CONFERENCES/OTHER  SERVICES 

■  Access  information  about  E(S?P  products  and  services 
on  our  Web  site.  Editor  &  Publisher  Interactive 
http://www.mediainfo.com. 

WHERE  YOU  CAN  PURCHASE  E&P 

■  Editor  &  Publisher  is  available  from  selected  book  and 
magazine  sellers  across  the  country.  For  a  complete  list 
of  sales  locations,  please  check  our  Media  Kit  on  the 
E6fP  Web  site,  http://www.mediainfo.com. 


www.mediainfo.com 


EDITOR  a  PUBLISHER  /  SEPTEMBER  19.  1998 


23 


Save  family  papers 
by  changing  tax  law 


In  a  series  of  high-profile  advertisements,  Seattle  Times  publisher  Frank  Blethen  is 
calling  for  repeal  of  the  federal  estate  tax  as  a  way  to  preserve  the  family-owned 
newspaper  and  slow  the  centripetal  forces  that  are  driving  ever  more  papers  into  the 
hands  of  fewer  corporations. 

Now,  coming  as  it  does  in  a  season  when  the  press  is  whipped  up  into  a  frenzy  of  self- 
criticism  reminiscent  of  China’s  Red  Guards,  Blethen’s  campaign  is  getting  more  atten¬ 
tion  for  whether  it  creates  a  conflict  of  interest  for  the  Times  newsroom.  We’ve  criticized 
the  Los  Angeles  Daily  News  in  this  space  for  funding  —  rather  quietly  at  first  —  a  polit¬ 
ical  campaign,  but  it  seems  to  us  that  in  his  advocacy  ads,  upfront  and  traditional, 
Blethen  is  clearly  speaking  for  himself  and  his  family.  Certainly,  repealing  the  estate  tax 
would  benefit  the  Blethen  family,  which  owns  51%  of  the  Times.  (Knight  Ridder  owns 
the  remaining  stake.) 

What’s  more  important  is  what  Blethen  is  actually  saying  —  because  we  think  he  is 
on  the  right  side  and  because  the  entire  newspaper  industry  has  a  stake  in  what  Congress 
does  about  the  estate  tax.  First,  some  disclosure.  Editor  &  Publisher  has  been  proudly 
family  owned  for  114  years.  So  while  this  publishing  company  has  remained  indepen¬ 
dent  through  four  generational  changes,  we,  too,  would  benefit  from  repeal  of  the  estate 
tax. 

But  if  this  were  only  a  matter  of  benefitting  E&P  —  or  the  Blethens,  for  that  matter 
—  then,  frankly,  we  would  not  be  raising  the  matter  here.  Let’s  face  it:  The  tax  “plight” 
of  those  with  inherited  wealth  is  not  a  popular  issue  for  politicians  —  or  voters.  The  fact 
is,  however,  that  the  burdensome  weight  of  estate  taxes  has  played  a  significant  role  in 
the  tragic  decline  of  independently  owned  newspapers  —  and  the  consequent  concen¬ 
tration  of  U.S.  newspaper  ownership. 

Just  since  1980,  the  number  of  family-owned  dailies  has  shrunk  by  more  than 
50%,  from  roughly  700  to  about  300  now.  The  estate  tax  is  proving  especially 
devastating  for  the  black  press.  Numerous  weeklies  owned  by  black  families  have  been 
forced  to  sell  in  recent  years,  and  America’s  only  remaining  black-interest  daily,  the 
Chicago  Defender,  is  scrambling  to  avoid  a  sale  after  the  death  last  year  of  John 
Sengstacke. 

“Tax  policy  now  favors  increasing  consolidation  of  newspapers  into  fewer  and 
fewer  corporations,”  David  Lord,  publisher  of  seven  small  Seattle-area  dailies,  told 
the  House  Small  Business  subcommittee  last  spring.  Obviously,  corporate  ownership 
is  not  a  bad  thing  per  se,  and  some  family-owned  newspapers  improve  with  chain 
owners. 

But  by  virtually  compelling  sales  in  anticipation  of  an  independent  owner’s  death,  the 
estate  tax  is  silencing  the  diverse  community  voices  that  are  the  roots  of  the  enviably 
free  American  press. 

The  Oldest  Publishers  and  Advertisers  Newspaper  in  America 
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Hey,  check  out 
N.Y.’s  rack 
programs 

In  your  article  (“New  York  Firm  Leads 
For  Frisco  City  Rack  Contract.”  Aug.  22, 
p.  36),  we  were  pleased  to  see  that 
Adshel,  together  with  director  of  publish¬ 
er  relations  Kathy  Kahng,  is  the  favorite 
for  the  San  Francisco  public  news  rack 
franchise. 

While  the  Adshel  deal  “would  mark 
the  first  time  a  U.S.  municipality  has 
formed  a  partnership  [of  citywide  scope] 
with  a  private  company,”  before  she  left 
for  Adshel,  Kahng  oversaw  a  pioneering 
news  rack  program  from  start  to  finish: 
the  multiple  news  rack  vending  program 
of  the  Grand  Central  Partnership,  34th 
Street  Partnership  and  Bryant  Park 
Restoration  Corp.  (see  “NYC  Deluxe 
News  Racks,”  E&P,  March  28,  pp. 

31,47). 

These  three  organizations  are  business 
improvement  districts  in  Midtown 
Manhattan,  private  urban  management 
companies  that  have  operated  in  partner¬ 
ship  with  the  city  of  New  York  for  the 
last  10,  five  and  15  years  respectively. 

The  only  100%  voluntary  and  entirely 
successful  multiple  news  rack  vending 
program  in  the  nation,  the  program  origi¬ 
nally  developed  by  the  Grand  Central 
Partnership  has  been  operating  for  over 
three  years.  Under  Kahng’s  oversight,  a 
custom  news  rack  was  designed  by  the 
partnerships  and  manufactured  to  specifi¬ 
cations  by  Kaspar  Wire  Works,  Shiner, 
Texas. 

When  so  many  cities  and  publishers 
are  debating  the  merits  of  news  rack  pro¬ 
grams,  we  hope  the  Grand  Central 
Partnership's  innovative  program  can 
serve  as  a  model  for  successful  public 
news  rack  franchise  arrangements.  We 
think  San  Francisco  publishers  will  enjoy 
working  with  Kahng. 

Leslie  Paton 
public  relations  coordinator. 
Grand  Central  Partnership, 
34th  Street  Partnership, 
Bryant  Park  Restoration  Corp. 

Franklin 
confusion: 
city  or  county 

As  a  former  news  carrier  in  Dayton, 
Ohio,  and  son  of  a  long-term  Heidelberg 


employee,  1  found  the  article  on  how 
Heidelberg  products  will  serve  the 
Dayton  Daily  News'  new  production 
facility  (“Dayton  Lines  Up  For  Storage,” 
Aug.  22,  p.  30)  very  interesting. 

However,  your  article  refers  twice  to 
the  production  facility’s  location  as 
Franklin  County,  Ohio,  which  is  incor¬ 
rect. 

The  plant  is  being  built  in  the  city  of 
Franklin,  a  community  several  miles 
south  of  Dayton. 

Franklin  County,  70  miles  east  of 
Dayton,  is  home  to  a  different  newspaper 
production  facility  —  for  the  Columbus 
Dispatch. 

Brad  Gauder 
Columbus,  Ohio 

Biggest  bums: 
banana  thugs  or 
media  thieves? 

One  must  certainly  agree  with  you 
that  pilferage  of  Chiquita  Brand’s 
private  memos  detailing  their  crimes 
certainly  absolves  Chiquita  of  culpabil¬ 
ity. 

It  would  have  been  proper  to  wait  for 
the  company  to  publish  the  material 
itself. 

It  is  a  long  time  since  Wellington 
(allegedly)  said.  “Publish  and  be 
damned.”  Now  it’s  the  public  be  damned, 
whilst  the  privacy  of  malefactors’  is 
inviolate. 

Robert  C.  Sommer 
New  York,  N.Y. 

Nothing  like  news 
from  a  name 
you  can’t  forget 

David  Sullivan’s  “Shop  Talk  At 
Thirty”  piece  (Aug.  22,  p.  56)  on  exotic 
paper  titles  was  thoroughly  enjoyable 
and  called  to  mind  one  publi.shed  in  our 
town  which,  1  believe,  defies  all  compar¬ 
isons. 

From  1 854  to  1 856,  the  Broad-Axe  of 
Freedom  and  The  Gruhhinf’  Hoe  of 
Truth,  a  weekly  newspaper,  was  pub¬ 
lished  in  Richmond,  Ind..  and  among 
other  things,  endorsed  the  first 
Republican  party  candidate  for  president. 
John  C.  Fremont. 

Its  title  certainly  was  exotic.  Quaint, 
yes.  Out-of-date,  no. 


Wouldn’t  it  be  something  if  the  pub¬ 
lisher  of  a  modem  newspaper  would 
kick  over  the  traces  and  call  his  new  cre¬ 
ation  the  Broad-Axe  of  Freedom  and  The 
Grubbing  Hoe  of  Truth? 

Victor  Jose 
former  publisher, 
the  Graphic, 
Richmond,  Ind. 

50  YEARS  AGO ... 

NmSPAFERDOM® 

from  Editor  &  Publisher.  September  18, 1948 

Gov.  Thomas  E.  Dewey  of  New  York 
said  on  a  New  York  City  radio  show 
that  American  editors  don’t  need  to  be 
censored  because  they  “can  be  tmsted 
to  guide  themselves  by  the  canons  of 
public  interest  and  good  taste.”  He  even 
said  editors  should  be  congratulated  for 
their  contribution  to  the  community. 

The  Louisville  Courier-Journal  and 
Louisville  Times  in  Kentucky  vacated 
the  building  they’ve  occupied  for  36 
years  and  moved  into  a  monumental 
seven-story  plant.  The  company  presi¬ 
dent  emphasized  the  move  was  a 
necessity  —  not  a  luxury. 
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B&P 


NEWSPEOPLE 


ASSOCIATED  PRESS 

RICHARD  N.  OSTLING,  associate  ^ 
editor  and  senior  correspondent  at  Time 
magazine,  was  named  AP  religion  writer. 

JULIA  LIEBLICH,  national  corre-  i 
spondent  in  religion  and  ethics  at 
Newhouse  News  Service,  also  has  become 
an  AP  religion  writer. 

STEVE  ELLIOTT,  news  editor  for  AP 
in  Phoenix,  was  promoted  to  bureau  chief 
for  Arizona.  Thomson  Newspapers,  has  been  appoint- 

JOHN  HENDREN,  AP  business  ed  sports  editor  for  Copley  Chicago 
writer,  has  moved  up  to  national  writer.  Newspapers’  four  Illinois  dailies. 

BALTIMORE  SUN  DAILY  JOURNAL 

HILARY  SCHNEIDER,  vice  presi-  CHARLES  NUTT,  editor  of  the 
dent  of  sales  and  marketing,  has  been  pro-  Elmira,  N.Y.,  Star-Gazette  has  been  named 
moted  to  general  manager  of  the  Times  editor  at  the  Vineland,  N.J.,  Daily  Journal. 
Mirror  subsidiary. 

DAILY  ROCKET-MINER 

BOSTON  GLOBE  HOLLY  PIEPER  JACKMAN,  acting 

BENJAMIN  B.  TAYLOR,  publisher  editor  at  the  Rock  Springs,  Wyo.,  Daily 
of  the  Boston  Globe,  has  been  appointed  Rocket-Miner,  has  been  appointed  editor 
chairman  and  CEO  of  Globe  Newspaper  and  publisher.  She  succeeds  Charles  E. 
Company,  a  wholly-owned  indirect  sub-  Richardson  who  retired  after  24  years  as 
sidiary  of  the  New  York  Times  Co.  publisher. 

COLUMBIA  DAILY  TRIBUNE  HARTFORD  COURANT 

A.  SHANE  FOX,  single-copy  sales  MICHELLE  HELMIN,  advertising 
manager  at  the  Springfield  (Mo.)  NeH’s-  sales  coordinator  at  the  Hartford  (Conn.) 
Leader,  has  been  named  circulation  direc-  Courant,  has  been  promoted  to  assistant 
tor  at  the  Columbia  (Mo.)  Daily  Tribune.  of  the  publisher. 

COPLEY  CHICAGO  INDIANAPOLIS  NEWSPAPERS 

NEWSPAPERS  J.  MICHAEL  WOMACK,  circulation 

LEE  GORDON,  a  publisher  at  director  at  the  Columbia,  S.C.,  State,  has 
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been  named  vice  president  of  circulation 
and  distribution  at  the  Indianapolis 
Newspapers,  Inc.,  publisher  of  the 
Indianapolis  Star  and  the  Indianapolis 
News. 

JOURNAL  REGISTER  CO. 

ANTHONY  M.  SIMMONS,  circula¬ 
tion  director  at  the  New  Haven  (Conn.) 
Register,  has  been  appointed  corporate 
circulation  director  at  the  Journal  Register 
Co. 

CHRISTINE  FARRELL,  associate 
auditor  for  BDO  Seidman,  LLP,  in 
Woodbrigde,  N.J.,  has  joined  Journal 
Register  Co.  as  manager  of  financial 
reporting. 

JOURNAL  TIMES 

RANDOLPH  D.  BRANDT,  editor  at 
the  Kent,  Wash.,  South  County  Journal, 
has  been  named  editor  at  the  Racine,  Wis., 
Journal  Times. 

LAS  CRUCES  SUN-NEWS 

JOHN  BROWN,  director  of  sales  and 
marketing  at  El  Diario  in  Chihuahua, 
Mexico,  has  been  appointed  director  of 
advertising  at  the  Las  Cruces  (N.M.)  Sun- 
News. 

LEXINGTON  HERALD-LEADER 

TOM  EBLEN,  assistant  managing  edi¬ 
tor  for  projects  at  the  Lexington  (Ky.) 
Herald-Leader,  has  been  appointed  man¬ 
aging  editor. 

NEW  YORK  TIMES 

DENISE  F.  WARREN,  director  of 
marketing,  planning  and  research  for  the 
New  York  Times'  advertising  department, 
has  been  promoted  to  vice  president  of 
advertising  sales. 

AMY  M.  SPINDLER,  fashion  critic  at 
the  New  York  Times,  was  appointed  style 
editor  for  the  New  York  Times  Magazine. 

NORWALK  REFLECTOR 

BETTE  PEARCE,  managing  editor  of 
the  Xenia  (Ohio)  Daily  Gazette,  has  been 
named  managing  editor  at  the  Norwalk 
(Ohio)  Reflector. 
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E&P  OBITUARIES 


ROBERT  BILLINGS,  66,  an  old- 
school  Chicago  reporter  who  worked  at 
the  City  News  Bureau  of  Chicago  and  the 
Chicago  Daily  News,  died  of  cancer  Aug. 
26. 

ARCHIE  BLOUNT,  55,  whose  four- 
decade  career  in  Tampa,  Fla.,  included 
stints  as  reporter,  editor,  and  outdoors 
writer,  died  Sept.  6  of  cancer.  Most 
recently,  he  worked  at  the  metro  desk  of 
the  Tampa  Tribune. 

AMORY  BRADFORD,  85,  former 
vice  president  and  general  manager  of  the 
New  York  Times  who  joined  the  paper  in 
1947,  died  Sept.  4. 

Bradford  was  the  chief  negotiator  in 
the  1 14-day  New  York  newspaper  strike 
of  1962-1963  which  resulted  in  his 
resigning  in  1963. 

BYRON  CAMPBELL,  87,  city  editor 
of  the  now -defunct  Pittsburgh  (Pa.)  Sun- 
Telegraph,  died  Sept.  5  from  leukemia. 

RABBI  SENDER  DEUTSCH,  76, 
editor  and  publisher  of  the  weekly  Jewish 
newspaper  Der  Yid,  died  Sept.  2  of  liver 
cancer. 

HERB  DITZEL,  44,  a  former  reporter 
for  both  the  Newark,  N.J.,  Star-Ledger 
and  the  Courier-News  of  Bridgewater, 
N.J.,  died  Sept.  3.  In  1983,  he  was  award¬ 
ed  first-place  for  feature  writing  by  the 
New  jersey  Press  Association. 

.JOHN  HOLLIMAN,  49,  a  CNN  cor¬ 
respondent  who  teamed  up  with  Peter 
Arnett  and  Bernard  Shaw  to  broadcast 
live  from  Baghdad  during  the  Gulf  War, 
died  Sept.  12  in  a  head-on  car  crash. 
Before  Joining  CNN,  he  was  an  agricul¬ 
tural  editor  for  the  Associated  Press  in 
Washington. 

JOHN  “JACK”  O’CONNOR.  57,  a 
veteran  reporter  for  the  Worcester,  Mass., 
Telegram  &  Gazette,  died  Sept.  1 1 . 

KING  MERRILL,  76,  a  36-year  man¬ 
aging  editor  at  the  weekly  Santa  Ynez 
Valley  News/E.\tra  in  Solvang,  Calif.,  died 
Sept.  6  after  a  long  illness. 

PHIL  G.  GOULDING,  77,  covered 
politics  and  national  security  issues  in 
Washington  as  a  reporter  for  the 


Cleveland  Plain  Dealer  until  selected  by 
defense  secretary  Robert  McNamara  to 
become  deputy  secretary  assistant  for 
public  affairs  in  1965.  During  the 
Vietnam  War,  he  served  as  the  chief 
Pentagon  spokesman.  He  died  Sept.  8  of 
cancer. 

DORAN  HOWARD,  77,  a  retired  AP 
editor  who  specialized  in  stories  of  inter¬ 
est  to  overseas  papers,  died  Sept.  6  of  dia¬ 
betes. 

TANIA  LONG,  85,  war  correspondent 
for  the  New  York  Herald  Tribune  and  the 
New  York  Times,  committed  suicide  Sept. 
4  after  a  series  of  illnesses.  She  covered 
the  Nuremberg  trials  and  the  London  blitz 
during  her  post  at  the  Times'  London 
bureau.  From  1952  until  1964,  she  and 
her  husband  ran  the  Times'  bureau  in 
Ottawa. 

EDWARD  ROBB  ELLIS,  87,  a  news¬ 
paperman  and  diarist  who  emerged  as  the 


most  prolific  diarist  in  American  history, 
died  Sept.  7.  As  a  journalist ,  he  worked  at 
the  New  York  World  Telegram  from  1 947 
to  1962. 

WILLIAM  F.  SULLIVAN,  71,  veter¬ 
an  newsman  at  the  Woburn,  Mass.,  Daily 
Times  Chronicle  who  covered  city  gov¬ 
ernment  and  civic  groups  for  54  years, 
died  Aug.  19. 

FRANKLIN  YATES,  88,  publisher 
emeritus  of  the  Shelbyville  (Ky.)  Times- 
Gazette,  died  Aug.  18.  In  1948,  he 
merged  the  Bedford  County  Times  and  the 
Shelbyville  Gazette  to  create  the  Times- 
Gazette,  where  he  was  publisher  until 
1994. 

JAMES  W.  JOSEPH,  67,  a  former 
city  editor  at  the  Kentucky  Post  in 
Covington,  died  Aug.  21  of  a  heart  attack. 
He  also  taught  journalism  at  Northern 
Kentucky  University  and  at  Troy  State 
University  in  Alabama. 
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SPECIAL  REPORT 


BY  KEN  LIEBESKIND 


(F  Polybags  generate 
revenue  from 
advertising  and 
F  sampling  —  and  their 
use  is  burgeoning. 


Plastic  bags  and 


the  color  of  money 


They’re  just  plastic  bags,  but  they 
perform  double  and  sometimes 
triple  duty  for  American  newspa¬ 
pers. 

That’s  because  polybags  don’t  Just 
carry  newspapers  anymore.  They  carry 
four-color  advertising  and  product  sam¬ 
ples  and  have  become  an  important  tool  in 
the  advertising/marketing  mix. 

“There  has  been  growth  in  the  interest 
in  printed  bags  as  a  way  for  papers  to  turn 
an  expense  item  into  a  revenue  generator,” 
says  Pam  Hauserman,  director  of  sales 
and  marketing  for  GP  Plastics,  a  Dallas 
polybag  manufacturer.  “In  the  last  few 

Bag  Use 

While  polybags  are  increasingly 
used  for  advertising,  they  are  also 
being  used  for  their  original  purpose,  to 
deliver  papers. 

Polybags  were  developed  to  protect 
papers  from  inclement  weather  and  they 
are  still  being  used  for  that  purpose. 
The  Houston  Chronicle  has  used  them 
for  years  because  of  the  damp,  muggy 
weather  and  frequent  rain,  according  to 
vice  president  of  advertising  Dwight 
Brown.  The  Virginian-Pilot  and  the 
Chicago  Tribune  also  use  bags  every  day. 

Weather-related  use  has  grown  due  to 
El  Nino,  according  to  Frank  Cannon, 


years  papers  have  been  more  active  about 
selling  advertising  on  the  bags,  and  there’s 
been  a  growth  in  pouch  bags  that  carry 
product  samples.” 

According  to  the  Newspaper 
Association  of  America,  560  papers  offer 
print  advertising  on  their  polybags  and 
413  can  insert  product  samples  in  the 
bags. 

Virtually  every  major  paper  is  doing  it, 
with  most  using  the  bags  for  printed 
advertising  far  more  often  than  for  prod¬ 
uct  samples,  though  sampling  is  now 
growing  at  a  phenomenal  rate. 

Ads  on  the  bags  are  called  billboards  — 

Growing 

senior  treasurer  at  PDI  Plastics,  a  bag 
manufacturer.  “It  forced  papers  to  bag 
that  never  did  before,”  he  says. 

Still,  some  papers,  like  the 
Indianapolis  StarINews,  don’t  bag  on  a 
regular  basis.  Bags  are  only  used  when 
they  carry  advertising,  according  to  Ron 
Morgan,  director  of  advertising  opera¬ 
tions. 

One  reason  for  the  sporadic  use  of 
bags  is  cost.  Many  newspapers  refuse  to 
pay  for  the  bags,  requiring  carriers  to  do 
it,  although  many  carriers  do  it  because 
their  customers  demand  it.  Some,  like 
the  Chronicle  and  Pilot,  share  the  cost 


for  their  impact.  “They’re  the  best  bill¬ 
board  in  town,  because  they  reach  over 
50%  of  households,”  says  Joe  Antle,  ad 
director  of  the  Norfolk  Virginian-Pilot. 
The  ads,  which  can  be  printed  in  up  to  six 
colors,  depending  on  who  does  the  print¬ 
ing,  are  being  used  by  a  variety  of  adver¬ 
tisers,  including  department  stores, 
restaurants,  financial  institutions  and 
radio  stations. 

It  all  began  in  Chicago  in  1993,  when 
Dayton  Hudson  Discount  Stores  encour¬ 
aged  the  Chicago  Tribune  to  try  it.  “When 
they  opened  in  Chicago,  they  had  a  huge 
media  blitz,”  says  Joe  Murzanski,  Tribune 

Photos  hy  houfi  Levins 

with  carriers. 

The  rise  in  adult  carriers  has  also 
increased  the  use  of  bags,  according  to 
Pam  Hauserman,  director  of  sales  and 
marketing  at  GP  Plastics,  another  bag 
manufacturer.  Since  adult  carriers  throw 
papers  on  the  yard  instead  of  placing 
them  on  the  porch,  like  youth  carriers, 
the  need  for  bags  is  greater,  she  says. 

As  far  as  price  is  concerned,  it 
appears  to  have  stabilized.  Hauserman 
says  the  price  of  bags,  like  newsprint, 
skyrocketed  in  1996  due  to  the  increase 
in  the  cost  of  polyethylene.  “It  gradual¬ 
ly  trickled  down  about  18  months  ago 
and  it’s  stable  now,”  she  says. 

—  Ken  Liebeskind 
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auto  manager. 

“They  nudged  us  lAfl 

along  to  get  into  it,  ■  ■  ' 

and  then  we  got 

organized.”  lastic  is  plastic 

Since  then,  Polybags  h 

papers  across  the  improved  over  the  ; 

country  have  begun  tion  of  resins.  Fn 

selling  ads  on  the  treasurer  of  PDI  P 

bags.  facturer,  says  polyl 

Antle  says  made  with  low  d 

department  stores  resins,  then  linear 

are  still  the  best  cus-  and  super  hexene, 

tomers,  using  the  like  gasoline  grad 

bags  to  announce  companies  make 

store  openings  and  manufacture  plastit 

special  sales.  He  Today’s  bags  ar 

says  the  tactic  is  so  locene,  a  stronger 

successful  it  can  resins  make  stron; 

"take  TV  money 
away  from  a  store 

like  Super  Kmart,”  the  discount  retailer 
that  sometimes  uses  polybags  instead  of 
TV  to  announce  special  events. 

The  Houston  Chronicle  may  be  the 
most  prodigious  newspaper  polybag  ad 
marketer  in  the  nation,  with  ads  on  bags 
75%  of  the  time,  according  to  Dwight 
Brown,  vice  president  of  advertising. 

It  may  deploy  as  many  as  three  or  four 
different  bags  in  a  single  day  for  distribu¬ 
tion  in  various  parts  of  its  market,  he  says, 
noting  that  the  paper  can  zone  the  bags 
geographically  and  demographically  to 
targeted  ZIP  codes. 

Brown  says  the  bags  can  be  used  in 
conjunction  with  other  advertising.  In  a 
typical  multimedia  campaign  for  a  large 
retailer,  “we  can  use  a  bag  ad,  tie  it  in  with 
ROP  and  an  insert  and  create  a  Web  site 
for  the  customer,”  he  says,  adding  that  the 
Web  address  might  be  printed  on  the  bag. 

Gary  Vasques,  executive  vice  president 
of  marketing  at  Kohl’s  Department  Stores, 


What’s  in  a  Polybag? 


Plastic  is  plastic,  right?  Wrong. 

Polybags  have  changed  and 
improved  over  the  years  with  the  evolu¬ 
tion  of  resins.  Frank  Cannon,  senior 
treasurer  of  PDI  Plastics,  a  bag  manu¬ 
facturer,  says  polybags  were  originally 
made  with  low  density  polyethylene 
resins,  then  linear  low  density,  hexene 
and  super  hexene.  If  the  names  sound 
like  gasoline  grades,  it’s  because  oil 
companies  make  the  resins  used  to 
manufacture  plastics. 

Today’s  bags  are  made  from  metal¬ 
locene,  a  stronger  resin.  And  stronger 
resins  make  stronger  bags,  prized  for 


the  protection  they  give  newspapers 
against  rain,  snow  and  impact. 

Newspapers  and  their  carriers  use 
bags  in  different  sizes  and  thicknesses 
for  different  days  of  the  week.  The  big 
dailies  use  four  sizes.  Cannon  says, 
with  larger  sizes  for  Sunday  papers  and 
papers  with  inserts.  The  New  York  Times 
uses  a  1-mil  bag  for  the  daily  paper, 
1.25  mils  on  Sunday,  according  to 
director  of  purchasing  Bill  Spina. 

For  product  sampling  programs, 
pouch  bags  are  used.  The  bags  hold  the 
papers  and  contain  pouches  for  product 
samples. 


ROP,  and  most  papers  try  to  combine  the 
two  to  maximize  revenue.  But  some 
papers  don’t  require  it,  allowing  advertis¬ 
ers  to  u.se  the  bags  on  a  stand-alone  basis. 

“Some  advertisers,  like  fast  food 
restaurants  and  Domino’s  Pizza,  don’t 
want  to  be  in  the  paper,  but  want  to  use  the 
bags,”  says  Frank  Cannon,  senior  treasur¬ 
er  of  PDI  Plastics,  a  Perryville,  Mo.,  bag 
manufacturer.  In  this  sense,  the  bags 
enable  newspajjers  to  attract  advertisers 
they  might  not  otherwise  be  able  to  get. 

Bag  ads  are  often  one-time  affairs,  but 
some  papers  are  trying  to  induce  repeat 
users.  The  Pilot,  for  instance,  offers  price 
incentives  for  multiple  usage, 

Antle  says.  ,  '''  • 

And  the  New  York  .  ^ 

Times  may  have  set  a 
record  for  return  customers 
with  Bloomberg  Radio,  a  local 
radio  station  that  bought  one  side  of  ^ 
the  bag  every  day  for  1 8  months,  accord- 
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he  week.  The  big  in  their  own  bags  to 
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unday  papers  and  the  papers. 

[e  New  York  Times  Two  major  sam- 
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ing  to  Alexis  Buryk,  Times  vice  president 
of  advertising,  who  said  the  station  had 
just  launched  and  used  the  bags  as  part  of 
a  multimedia  promotion.  The  paper  has 
doubled  its  sampling  programs  since 
w  1996,  Buryk  says. 

Some  papers  print  their  own 
bags,  some  get  them  printed 
from  their  advertisers  and 
^  some  employ  bag  manufac- 

turers  to  print  them.  There 
are  a  variety  of  options 
>  here,  meaning  there  are  a 
^  y  variety  of  opportunities 

k  \  busi- 

f  While  advertising 

c  I  biggest  source  of  rev- 
g  enue,  product  sam- 
^  M  pling  is  catching  up. 

Today,  everything  from 


22  states, 

the  bags 
frequently  in 
Chicago  Tribune 

other  papers.  “It’s  bill-^j^^^^B 
board  advertising  to  announce 
store  openings  and  special  events 
at  certain  times  of  the  year,”  he  says. 
Vasques  always  runs  bag  ads  with 


years  and  is  happy  with  it. 

“It  has  a  great  billboard  effect,  and  we 
like  the  fact  that  it’s  delivered  to  the  front 
door,”  she  says.  The  company  uses  sam¬ 
pling  to  introduce  or  restage  a  product. 

Newspaper  sampling  is  only  really  5 
years  old,  according  to  Tom  Roberts,  vice 
president  of  sales  at  Sunflower,  but  it  has 
grown  markedly  in  recent  years. 
Sunflower  facilitates  the  process  by  deliv¬ 
ering  the  bags  —  printed  and  stuffed  with 
samples  —  to  newspapers. 

But  apparently  not  all  sampling  pro¬ 
grams  work  that  way.  Sometimes  the  sam¬ 
ple  stuffing  is  left  to  carriers,  who  struggle 
to  get  samples  and  newspapers  into  bags 
—  and  get  them  delivered  on  time.  Antle 
says  the  Pilot  rejects  small  sampling  jobs 
because  “we  have  a  strong  dictate  to  get  the 
paper  out  early,  and  it  slows  carriers  down.” 

But  many  papers  are  taking  on  as  many 
sampling  jobs  as  they  can  get.  Jim 


www.mediainfo.com 


EDITOR  &  PUBLISHER  /  SEPTEMBER  19.  1998 


29 


FEATURE  STORY 


Readers  preview 
school  section 


Unusual  prepublication  review  involves  readers 
yields  good  ideas 

by  David  Noack 


Raleigh,  N.C.,  News  « 

&  Observer,  says  the  m 

paper  carried  samples^BT  9 
nine  times  in  1995  but  will 
between  45  and  50  this  year.  But 
McClure  agrees  that  handling  the  samples 
can  be  a  problem.  He  says  that’s  why  the 
paper  tends  to  send  samples  on  Saturdays 
instead  of  Sundays,  when  the  paper  is 
already  overflowing  with  inserts. 
Saturday  also  makes  sense  because  it’s 
the  biggest  shopping  day  of  the  week. 

George  Harden,  display  advertising 
manager  at  the  Boston  Globe,  says  sam¬ 
pling  can  generate  revenue  two  ways;  The 
paper  charges  by  the  thousand  for  deliv¬ 
ery,  and  charges  again  if  it  also  prints  the 
bag  for  the  customer’s  sample.  The  Globe 
plans  12  sampling  jobs  this  year. 

Just  as  bag  advertising  brings  in  adver¬ 
tisers  that  traditionally  shun  newspapers, 
so,  too,  does  sampling.  Roberts  says  food 
manufacturers  seldom  advertise  in  news¬ 
papers  anymore,  but  eagerly  use  them  for 
sampling.  Keebler  may  send  sample 
cookies  to  newspaper  readers,  for 
instance,  without  ever  advertising  the 
cookies  in  the  paper. 


plicated  stories,  but  rarely  do  sources 
review  stories  before  publication. 

“We  consider  ourselves  a  reader’s 
newspaper.  And  we  want  to  connect,” 
Maucker  said.  “How  are  you  going  to 
know  what  you  can  do  to  serve  them  bet¬ 
ter  if  they’re  not  there  to  tell  you. . . .  The 
whole  idea  is  to  have  a  culture  here  that 
permits  this  kind  of  interaction  to  exist,” 
said  Maucker. 

Prepublication  review  allows  readers 
to  raise  questions  and  gives  editors  a 
chance  to  consider  ways  to  make  stories 
or  graphics  easier  to  understand. 

Readers  “get  a  chance  to  see  how  it’s 
displayed,  they  get  a  chance  to  see  how 
those  cutlines  fit  in,  how  the  whole  story 
ties  together  with  its  photos  and  graphics. 
They  get  an  opportunity  to  see  the  entire 
package,  and  they  react  to  an  entire 
package,”  said  Maucker,  who  also  noted 
that  readers  are  told  beforehand  that 
any  suggestions  may  or  may  not  be 
accepted. 

He  asserted  that  reader  reviews  will 
only  work  on  special  sections  and  certain 


Breaking  with  newsroom  tradition, 
the  Fort  Lauderdale,  Fla.,  Sun- 
Sentinel  has  allowed  a  group  of 
readers  to  review  a  back-to-school  section 
prior  to  publication. 

The  move  was  designed  to  glean  feed¬ 
back  on  the  content  and  look  of  the  sec¬ 
tion,  featuring  stories  on  enrollment, 
charter  schools  and  standardized  test 
scores,  said  Earl  Maucker,  editor  of  the 
Tribune  Co.  paper. 

The  panel  —  1 1  teachers,  parents  and 
students  —  made  17  suggestions,  some  of 
which  were  incorporated  in  the  Aug.  9 
section  in  the  Broward  County  edition. 
The  Palm  Beach  school  section  was  not 
reviewed  because  of  production  sched¬ 
ules. 

Inviting  readers  to  look  at  stories  prior 
to  publication  is  highly  unusual  in 
American  newsrooms,  where  editors 
zealously  guard  unpublished  copy  and 
photos.  Sometimes  sources  are  called  to 
confirm  quotes  or  to  check  parts  of  com¬ 


Liebeskind  is  a  freelance  writer 
who  specializes  in  marketing  from  his 
base  in  Brooklyn,  N.Y. 
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Additional  Uses 
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Some  other  uses  newspapers  have 
developed  for  polybags: 

•  The  Indianapolis  Star/News  uses 
them  to  carry  TMC  shoppiers  that  go  to 
subscribers  and  nonsubscribers  each 
week,  according  to  Ron  Morgan, 
director  of  advertising  operations. 

•  The  New  York  Times  uses  them  for 
self-promotion,  with  one  side  bearing 
its  logo,  a  message  about  home  deliv¬ 
ery  and  the  Web  address,  according  to 
vice  president  of  advertising  Alexis 
Buryk. 

•  The  New  Haven  (Conn.)  Register 
and  other  papers  use  them  to  carry 
slugs,  such  as  warnings  to  keep  the 
bags  away  from  children. 
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BILL  HIRSCHMAN 


Where  your  child 
goes  to  school  is 
often  a  matter  of 


INSIDE 


Fight  kids’  6rst-^y 
fears  with  planning 
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Readers  previewed  this  new  section  and  made  suggestions. 
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projects  —  not  in  the  daily  crush  of  news 
coverage. 

Maucker  emphasized  that  the  editorial 
integrity  of  the  paper  is  not  compromised. 

"Our  feeling  is  you  don’t  have  to  give 
anything  away  in  your  integrity.  Again,  we 
are  not  inviting  sources  to  come  in  and 
review  the  material;  we’re  asking  readers 
that  might  tell  us  if  they  understand  what 
we’re  doing  as  well  as  what  we  could  be 
or  should  be.  .  .  .  This  is  also  to  get  the 
staff  to  understand  our  obligation  to  our 
readers.  That  is  our  supreme  purpose  —  to 
serve  our  readers,’’  said  Maucker. 

Assistant  city  editor  Rick  Pierce  said 
one  reader  suggested  a  separate  story  on 
tax-exempt  clothing,  which  was  men¬ 
tioned  in  a  larger  fashion  piece,  and  the 
paper  accepted  the  idea. 

"All  we  were  trying  to  do  by  having  the 
readers  come  in  was  to  have  them  help  us 
help  them,”  Pierce  said.  “Certainly,  we 
can  benefit  from  their  suggestions.” 

This  isn’t  the  first  time  the  Sun-Sentinel 
allowed  readers  to  review  stories  prior  to 
publication. 

In  the  late  1980s,  readers  got  a  look  at 
an  investigative  series  dealing  with  police 
confiscation.  And  the  paper  has 
continued  to  be  aggressive  in  seeking 
reader  reaction:  from  running  a  monthly 
contest  in  which  readers  Judge 
reporters’  writing  to  informal  sessions 
with  readers. 

Regarding  the  investigative  piece, 
Maucker  said,  the  idea  was  to  figure  out 
—  in  advance  —  whether  readers  would 
understand  complex  material.  So  some 
were  invited  in  to  read  and  share  their 


Citizen  editors,  or  readers,  preview  the  new  education  section  and  pass  judgment. 


observations.  The  reporters  were  leery  but 
ultimately  participated  after  management 
agreed  not  to  change  the  copy,  said 
Maucker. 

News  editor  Jim  DeGraci,  who  was 
involved  in  both  instances  of  prior  review 
by  readers,  said,  “1  thought  for  sure  in 
Forfeitures  &  Seizures  [investigative 
series]  that  we  really  improved  what  we 
were  doing.  It  wasn’t  rocket-science 
suggestions  they  were  making,  but  it 
was  how  they  were  reacting  to  the  stories.” 

When  it  was  over,  he  said  reporters  sug¬ 
gested  that  "we  ought  to  get  more  com¬ 


ment  from  this  person  or  we  ought  to 
change  this.  They  were  the  ones  who  took 
the  initiative  after  the  process.” 

Aly  Colon,  who  teaches  journalism 
ethics  at  the  Poynter  Institute  for  Media 
Studies,  said  it’s  an  advantage  to  involve 
readers  since  there’s  a  widespread  “dis¬ 
connect”  nowadays  between  newspapers 
and  readers. 

And  while  it’s  still  rare  for  readers  to 
review  copy,  some  papers  have  estab¬ 
lished  advi.sory  councils  whose  members 
examine  the  paper  and  raise  questions 
about  coverage.  Hi 
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Company  s  prepublication 
review  gets  mixed  reviews 

It  may  enhance  accuracy,  but  whether  it’s  good  for 
journalism  is  another  question 


by  M.L.  Stein 

A  San  Jose  (Calif.)  Mercury  News 
reporter  who  showed  a  story 
about  Nasdaq  to  Nasdaq  execu¬ 
tives  before  publication  defended  the 
unusual  move  on  the  grounds  that  it 
strengthened  the  piece  while  not  compro¬ 
mising  the  paper’s  editorial  control  over 
it. 


It  was  the  first  time  the  newspaper  had 
ever  shown  a  complete  draft  of  a  story  to 
its  source,  according  to  editor  Jerry 
Ceppos. 

The  story,  headed  "Shortchanged  on 
Nasdaq?,”  got  Page  One  play  Sunday, 
Sept.  6.  The  thrust  was  that  investors  in 
the  Nasdaq  market  supposedly  should 
pay  low  trading  costs  because  of  “spirited 
competition”  among  firms  executing  the 


orders  —  but  that  fees  are  actually  high. 
Staff  writer  Christopher  Schmitt 
explained  that,  often,  only  a  few  dealers 
handle  trades  of  a  company’s  shares,  and 
that  raises  transaction  charges.  The  extra 
cost  to  investors  could  reach  hundreds  of 
millions  of  dollars  annually,  the  paper 
stated,  pointing  out  that  90%  of  the  high- 
tech  firms  in  the  Silicon  Valley  are  listed 
on  Nasdaq. 


www.mediainfo.com 
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The  news¬ 
paper,  in  a 
jump-page 
column,  dis¬ 
closed  that  the 
main  story  and 
sidebars  were 
provided  to 
Nasdaq  prior 
to  publication 
because  of 
“the  complex¬ 
ity  of  the  sub¬ 
ject  matter.” 
The  unsigned 
column  said 
Nasdaq  exec¬ 
utives  were  allowed  to  contest  the  report¬ 
ing  and  suggest  changes  but  the  newspa¬ 
per  retained  control.  The  paper  also  said  it 
convened  a  panel  of  financial  experts  and 
academics  to  examine  the  stories  and 
make  suggestions. 

In  an  interview,  Schmitt  said  Nasdaq 
officials  “made  a  number  of  comments 
which  we  considered  and  decided  not  to 
make  any  changes  over  them.  But  they  did 
suggest  some  changes  that  were  worth¬ 
while  and  we  made  them.  The  basic  struc¬ 
ture  of  the  story  is  still  there.” 

Ceppos  was  out  of  town  and  could  not 
be  reached.  But  he  told  the  San  Francisco 


Examiner  that  the  paper  had  never  shown 
a  source  a  complete  story  before  publica¬ 
tion.  An  exception  was  made,  he  added,  to 
ensure  factual  accuracy  of  a  “very,  very 
complex  story.”  He  denied  that  the  move 
was  related  to  the  criticism  the  paper  had 
taken  over  former  reporter  Gary  Webb’s 
“Dark  Alliance”  series  about  an  alleged 

“When  you  have  a 
complex  story  that 
involves  some  arcane 
things,  and  there  are 
some  smart  people  out 
there,  the  work  benefits 
from  scrutiny.” 

CIA  connection  to  drug  sales  in  minority 
neighborhoods.  The  series  could  not  be 
substantiated  despite  examination  by  the 
Los  Angeles  Times,  Washington  Post  and 
others.  Ceppos  himself  eventually  backed 
off  and  told  readers  the  report  had  over¬ 
simplified  the  crack  epidemic  and  its  ori¬ 
gins. 


However, 

Ceppos  told 
the 
Examine  r' s 
David 
Armstrong 
that  “more 
than  most 
newspapers, 
we  have  been 
involved  in 
discussions 
about  the 
philosophical 
and  practical 
aspects  of 
accuracy  and 
fairness  because  of  ‘Dark  Alliance.’” 

Schmitt  said  that  he  and  special  pro¬ 
jects  editor  Jonathan  Krim  had  the  idea 
“about  the  same  time”  of  letting  Nasdaq 
managers  review  the  article.  “When  you 
have  a  complex  story  that  involves  some 
arcane  things,  and  there  are  some  smart 
people  out  there,  the  work  benefits  from 
scrutiny.” 

Though  Schmitt  had  never  before 
shown  the  complete  draft  of  a  story  to  a 
source,  he  said  the  paper  occasionally  has 
called  in  experts  —  but  not  sources  —  to 
“preview  our  findings.” 

He  said  one 
story  about  racial 
bias  in  California’s 
courts  was 

reviewed  by 
judges,  attorneys, 
prosecutors  and 
police  officials. 

Another  invited 
group  evaluated  a 
series  on  the  effect 
of  computer  tech¬ 
nology  in  schools, 
he  said,  and  the 
sessions  “were 
extremely  help¬ 
ful.” 

Other  editors 
gave  mixed 

reviews  to  the 
Mercury  News' 
move. 

Ralph  Danger, 
editor  and  executive  vice  president  of  the 
Dallas  Morning  News,  said  the  paper  has 
taken  no  similar  action,  although  sources 
have  been  called  back  for  fact-checking. 

“I  think  this  is  a  healthy  thing  to  do  and 
maybe  we  ought  to  do  it  more  often,”  he 
observed.  “Not  to  let  people  edit  stories 
but  to  make  sure  we  got  sophisticated 
information  right.  There’s  nothing  wrong 
with  that  as  long  as  you’re  not  saying, 
‘Here’s  the  story.  Give  it  back  to  us.’  You 
don’t  have  to  turn  over  the  editor’s  chair  to 
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Done  to  ensure  factual 


accuracy  of  a  “very,  very 
complex  story.” 

—  Mercury  News  editor 
Jerry  Ceppos 


“[A]  healthy  thing  to  do 
and  maybe  we  ought  to 
do  it  more  often.” 


—  Dallas  Morning  News 
editor  Ralph  Langer 


The  problem  is 
“doing  it  for  one 
source  and  then 
having  to  say  no  to 
the  next  one  who 
wants  the  same 
thing.” 

—  Seattle  Times 
executive  editor 
Michael  Fancher 
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Independent  Newspapers  Limited 

one  of  New  Zealand’s  largest  media  companies 
has  sold  the  assets  of 

Houston  Community  Newspapers,  Inc. 

publisher  of 

1 5  community'  newspapers  and  a  boating  newspaper 
to 

Westward  Communications,  LLC 

We  initiated  the  transaction,  acted  as  financial  advisor  to  and 
assisted  in  the  negotiations  as  the  representative  of 
Independent  Newspapers  limited 

August  1998 

Veronis,  Suhler  &  Associates  Inc. 
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them.” 

Langer  did  not  rule  out  the  possibility 
of  allowing  a  source  to  read  an  entire 
draft.  “We’ve  talked  about  it  for  a  really 
complicated  story,”  he  acknowledged.  “I 
think  we  would  be  comfortable  doing 
that.” 

Nor  have  sources  reviewed  Seattle 
Times  stories,  according  to  executive  edi¬ 
tor  Michael  R.  Fancher.  “Unless,”  he 
added,  “a  reporter  made  an  arrangement 
with  somebody  and  I  was  unaware  of  it.” 

The  problem  in  such  an  agreement, 
Fancher  said,  is  “doing  it  for  one  source 
and  then  having  to  say  no  to  the  next  one. 


who  wants  the  same  thing.” 

Another  hang-up,  he  said,  is  that  when 
reviewing  a  story  for  factual  purposes, 
“inevitably,  people  start  to  edit  it  and  want 
to  play  the  role  of  both  reporter  and  edi¬ 
tor.”  Were  he  to  allow  a  source  to  read  a 
completed  draft,  Fancher  said,  he  would 
evaluate  the  source’s  recommendations 
and  tell  readers  if  anything  was  changed 
and  why,  since  readers  “would  have  legit¬ 
imate  questions.  All  in  all.  I  would  rather 
not  do  it.  It’s  not  a  good  way  to  do  jour¬ 
nalism.” 

Still,  Fancher  did  not  rule  out  the  possi¬ 
bility  of  prepublication  review  by  a 
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source. 

“I  suppose  if  you  wanted  to  get  it  pre¬ 
cisely  right  and  the  chances  of  even  being 
slightly  wrong  would  be  catastrophic,  it 
might  be  done,”  he  said.  “But  there  are 
lots  of  ways  for  a  reporter  to  double-check 
accuracy  without  letting  someone  else  get 
into  the  reporting  process.” 

Peter  Bhatia,  executive  managing  edi¬ 
tor  of  the  Oregonian  in  Portland,  gave 
Ceppos  the  benefit  of  the  doubt.  “The 
Mercury  News  is  a  very  credible  paper, 
and  if  Jerry  said  he  had  a  reason  to  do  it,  I 
would  take  him  at  his  word,”  Bhatia  stat¬ 
ed.  “Because  of  the  difficult  times  we  live 
in,  we’re  on  the  line  every  day  to  make 
sure  that  everything  we  print  is  as  credible 
and  fair  as  it  can  be.” 

But  source  review  is  unusual,  and,  in 
fact,  Bhatia  could  not  recall  it  being  done 
on  the  seven  newspapers  for  which  he  has 
worked,  even  though  “it’s  common  to  go 
back  to  sources  to  assure  that  what  we’re 
saying  is  accurate.” 


BRIEFS  E<S?P 


Accused  photog 
killer  OK  for  trial 

A  woman  charged  with  the  shooting 
death  of  her  husband,  Tulsa  World  pho¬ 
tographer  John  David  Heckel,  57,  was 
declared  by  a  psychologist  as  competent 
to  stand  trial  after  she  had  spent  three 
months  in  a  state  mental  hospital. 

Elaine  Tiffany,  54,  is  charged  with  first- 
degree  murder  for  allegedly  shooting 
Heckel  21  times  with  two  guns  last  March 
29  in  their  Tulsa  home.  Dr.  Jeanne  Russell, 
director  of  psychology  and  human 
resource  development  at  Eastern  State 
Hospital  in  Vinita,  said  Tiffany  has  signifi¬ 
cantly  improved  and  is  “gradually  accept¬ 
ing  the  idea  that  she  will  have  to  stand 
trial.”  A  judge  must  also  find  that  she  is 
competent  to  be  tried.  —  M.L.  Stein 

Stein  shares  book 

E&P's  west  coast  editor  M.L.  Stein  is 
the  co-author  of  a  new  journalism  text 
book.  The  Newswriter  s  Handbook:  An 
Introduction  to  Journalism,  from  Iowa 
State  University  Press.  The  author  of  sev¬ 
eral  books,  Stein  spent  15  years  as  a  news¬ 
paperman  and  was  the  chairman  of  jour¬ 
nalism  departments  at  New  York 
University  and  California  State  University, 
Long  Beach.  His  co-author  is  Susan  F. 
Patemo,  an  associate  professor  and  direc¬ 
tor  of  the  journalism  program  at  Chapman 
University  in  Orange,  Calif.,  and  a  former 
reporter  for  the  Orange  County  Register 
and  the  Los  Angeles  City  News  Service. 
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FEATURE  STORY  /  PROMOTION 

Morning  News  promotes 
columnist,  circulation 


by  Rob  Lenihan 

The  Dallas  Morning  News  is  mount¬ 
ing  one  ad  campaign  to  promote  a 
new  sports  columnist  and  prepar¬ 
ing  another  to  market  circulation  using 
famous  faces. 

The  paper  is  breaking  a  print,  outdoor 
and  radio  campaign  announcing  veteran 
sportswriter  Tim  Cowlishaw’s  move  up  to 
sports  columnist.  Meanwhile,  the  paper  is 
working  on  a  campaign  that  will  show 
well-known  Dallas  locals  enjoying  their 
favorite  sections  of  the  500,000-circula¬ 
tion  daily. 

The  celebrity  campaign  —  “The  Dallas 
Morning  News.  How  do  you  read  it?”  — 
was  created  by  DDB  Needham  Dallas  and 
includes  singer  Lisa  Loeb,  Dallas 
Symphony  conductor  Andrew  Litton  and 
pro  basketball  player  Shawn  Bradley. 
Marketing  director  Kate  Rose  Murphy 


“Sports  in  Dallas 
is  like  one  big  soap 
opera.  It’s  just  fun 
to  be  a  part  of  it.” 


said  the  in-paper  ads  will  show  celebrities 
enjoying  the  paper  in  amusingly  appropri¬ 
ate  ways.  The  7-foot-plus  Bradley,  for 
example,  peruses  a  paper  tacked  on  a 
backboard.  Runner  Michael  Johnson  is 
crouched  in  the  starting  block  with  the 
paper  spread  on  the  ground  before  him. 

“They’re  Dallas  people,”  said  Murphy, 
previously  director  of  business  develop¬ 
ment  for  DDB  Needham  Dallas’ 
Teleworks  unit.  “They  have  to  actually 
read  the  paper  and  be  a  subscriber.  We 
want  people  of  the  community,  from  the 
community  and  interested  in  the  commu¬ 
nity.” 

In  return  for  appearing  in  the  campaign, 
the  celebs  select  a  charity,  and  the  news¬ 
paper  donates  money,  Murphy  said, 
adding  that  other  famous  locals  could  be 
recruited  if  the  campaign  takes  off. 

“Reading  the  paper  is  a  very  personal 


V 

TIM 

COWLISHAW 


Tim  Cowlisham 

(Its  pronounced  “Ttm.”) 


Spf>n>  D.n 


Dallas  Morning  News  ad  promoting  sports  columnist  Tim  Cowlishaw 


thing,”  she  said.  “We  wanted  to  develop  a 
campaign  that  shows  how  people  read  it  in 
different  ways.” 

Murphy  said  a  variety  of  media  are 
being  tapped  in  an  effort  to  attract  a  mass 
audience.  “1  think  you’re  looking  at  a 
fragmentation  of  the  market  and  of  your 
audience’s  time,”  she  said.  “You  have  to 
be  sure  your  product  is  out  there  front  and 
center.”  The  celebrity  campaign  is  expect¬ 
ed  to  break  next  month. 

COWLISHAW  CAMPAIGN 

DDB  Needham  Dallas  is  also  behind 
the  Cowlishaw  campaign.  Cowlishaw, 
who  has  been  with  the  paper  for  about  15 
years,  is  taking  over  for  Randy  Galloway, 
who  went  to  the  Fort  Worth  (Texas)  Star- 
I  Telegram. 

I  “Tim’s  a  great  reporter,”  said  promotion 
j  manager  Bob  Wasinger.  “He  knows  his 
i  stuff.  We’re  pulling  on  that  background.” 

One  print  ad  has  fun  with  Cowlishaw’s 
'  name.  “Yes,”  the  copy  declares,  “it’s  pro- 
i  nounced  ‘Tim.’  Say  it  however  you  want,” 

I  the  ad  continues,  “just  as  long  as  you  read 
I  his  new  column  in  Sports  Day.” 

I  “We  want  people  to  come  to  know  and 
1  love  Tim  Cowlishaw,”  said  Brian  Dunbar, 

I  group  account  director  at  DDB  Needham 
i  Dallas.  “He’s  a  familiar  name,  and  we 
I  want  to  make  him  a  familiar  face.  He’s  got 
!  a  great  background,  and  we  want  to  make 
I  people  aware  of  what  his  credentials  are.” 
I  Murphy  said  Dallas  has  “very,  very 
!  savvy  sports  fans,”  who  demand  strong 
!  coverage  of  their  various  teams.  “Sports  in 
j  Dallas  is  like  one  big  soap  opera,”  she 
!  said.  “It’s  just  fun  to  be  a  part  of  it.” 


Russell  Simon,  public  relations  counsel 
for  DDB  Needham  in  Dallas,  said  the 
Morning  News'  sports  staff  has  been  an 
Associated  Press  “triple  crown  winner” 
for  14  consecutive  years.  ■■ 


Here’s  all  you 
need  to  know 
about  solving 
your  year  2000 
business  system 
problems  in 
90  days  or  less.... 


NEWZware™ 

by  ICANON  Associates,  Inc. 

Fully-Integrated,  Modular, 

Year  2000  Compliant 
Business  Management  System 

Circulation-Advertising 
Accounts  Payable 
General  Ledger-Payroll 

America  West 
Booth#  108 

Or  call  1-800-544-4450 


www.inediainfo.com 


EDITOR  &  PUBLISHER  /  SEPTEMBER  19.  1998 


35 


LAYOUT 


Pandemonium  as  fans 
clamor  for  papers;  phone 
lines  jammed;  copies 
stolen  from  lawns,  hawked 
from  truck  tailgates,  and 
still  sold  out. 


Within  a  day  after  McGwire  broke 
Roger  Maris’  37-year-old  record,  the  Post- 
Dispatch,  whose  weekday  circulation 
averages  333,000,  had  sold  an  astonishing 
1.54  million  copies,  each  500. 

And  who  could  have  projected  more 
than  $1  million  in  additional  sales  in  a  city 
whose  population  has  shrunk  to  an  esti¬ 
mated  338,000. 

“I’ve  never  seen  such  a  public  reac¬ 
tion,”  said  Post-Dispatch  publisher  and 
senior  vice  president-news  Nicholas 
Penniman  IV. 

Initial  plans  called  for  stepped-up  cov¬ 
erage  of  each  homer  after  the  big  guy  got 
to  50  and  a  special  edition  if  he  reached 
62.  As  interest  built,  another  edition  was 
added  for  homer  No.  61. 

The  Sporting  News,  the  St.  Louis-based 
national  sports  paper,  suggested  collabo¬ 
ration  on  a  quickie  book  —  a  deal  the 
Post-Dispatch  accepted.  Plans  call  for  a 
$29.95  book  due  out  in  the  fall  in  an  ini¬ 
tial  press  run  of  up  to  50,000  copies. 

On  Labor  Day  when  Mac  hit  No.  61  off 
the  window  of  Busch’s  stadium  club  in  the 
first  inning,  there  was  plenty  of  time  for 
the  Post-Dispatch  to  get  a  special  edition 
to  Busch  before  the  game  ended,  because 
much  of  the  material  was  alreadv  in  the 


can. 

The  next  morning  an  expanded  press 
run  of  the  regular  edition  sold  out  — 
offering  the  first  glimpse  of  a  tidal  wave  of 
demand. 

“Dealers  were  clamoring  for  more”  and 
the  telephone  switchboard  became  over¬ 
whelmed,  said  general  manager  Egger.  “It 
became  ominous  as  you  started  to  look  at 
the  potential  impact  on  classified  advertis¬ 
ing.” 

Phone  lines  were  so  Jammed  that 
reporters  could  only  reach  editors  on  cell 
phones.  Post-Dispatch  paid  $5,000  to 
expand  its  switchboard  from  48  to  72  lines 
and  installed  10  dedicated  fax  lines  to  aid 
classified  ad  purchases. 

“As  big  as  we  planned  this,  it  was  prob¬ 
ably  five  times  bigger,”  said  Egger. 

By  the  day  of  the  record  breaker,  plans 
for  the  special  were  being  revised  upward 
every  several  hours. 

“The  scene  at  the  stadium  was  such  that 
we  could  not  get  the  papers  off  of  the  vans 
to  the  hawkers,”  said  Egger.  “We  sold 
them  right  out  of  the  vans.  Then  it  was  like 
a  fire  following  fuel.  The  crowds  followed 
us  right  downtown  to  the  paper,  and  we 
found  ourselves  selling  directly  out  of  the 
lobby.” 

. . .  Hundreds  of  volun- 

teers  from  the  newsroom 
and  throughout  the  paper 
spread  out  across  the  city 
to  hawk  papers.  Editor 
Cole  Campbell  donned  a 
news  dealer’s  apron  and 
sold  papers  for  hours  off 
stacks  on  a  comer  near 
the  home  office. 

Executives  huddled 
every  several  hours  to 
rewrite  plans  and  try  to 
keep  up  with  demand. 

“Reports  were  coming 
in  from  everywhere:  ‘We 
need  more  papers!”’  said 
Egger.  “We  also  had 
numerous  reports  of  theft 
from  vending  boxes,  as 
you  might  expect,  but  we 


by  Joe  Nicholson 


When  hulking  Mark  McGwire 
jerked  No.  62  in  a  nearly 
straight  line  over  the  left  field 
wall  in  Busch  Stadium,  he  broke  a  record 
—  and  handed  a  $1  million  bonus  to  the 
St.  Louis  Post-Dispatch. 

“I  feel  like  he  hit  the  ball,  and  we 
caught  it,”  said  Post-Dispatch  vice  presi¬ 
dent  and  general  manager  Terrance  Egger. 

McGwire’s  feat  helped  the  Pulitzer 
Publishing  Co.’s  flagship  capture  more 
than  $300,000  in  ad  revenue  and  $600,000 
circulation  revenue  and  poster  sales  with¬ 
in  the  span  of  a  few  days  from  sp)ecial  sec¬ 
tions,  extras  and  soaring  single-copy 
sales.  But  the  accomplishment  also 
required  several  months  of  plaiming  and  a 
lot  of  last-minute  imorovisation. 


IlfPDST-DISPATCH 


McGwire  catdies  Mare 
Ibr  sinf^e-season  lH)me-fun  record 


McGwire  hails  St  Louis  as  be  stands  akaie 
with  the  single-season  home  lun  record 


l«  tiark  HitiwK.  a  «•»  llv  (vtauWM  rfi  mwelMa 
Iw  Ak  fan  of  Lmh.  a  me  ie  IkriB  rf  i  HMar. 
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were  really  surprised  by  the  number  of 
reports  from  home  delivery  customers  | 
who  had  had  their  papers  stolen  off  their 
lawns.” 

At  one  huddle  executives  realized  sup-  : 
plies  of  ink  were  “precariously  low,”  said  ; 
Egger.  Flint  Ink  Corp.  quickly  arranged  an  i 
emergency  shipment  from  its  Kentucky 
facility. 

The  scene  in  the  lobby  bordered  on  ^ 
delirious  pandemonium.  Fans  bought  arm 
loads  of  papers  until  a  decree  limited  sales 
to  10  per  customer.  Lines  snaked  around 
the  building,  and  two  portable  toilets  were 
set  up  outside  the  building. 

Police  closed  off  Martin  Luther  King 
Drive  alongside  the  Post-Dispatch  build¬ 
ing  and  began  ticketing  double-parked 
cars  until  acceding  to  an  editor’s  request 
to  give  fans  a  break.  A  police  commander 
said  fans  with  tickets  could  bring  them  to 
headquarters,  and  he  would  tear  them  up. 


“We  sold  them  right  out 
of  the  vans.  Then  it  was 
like  a  fire  following  fuel. 

The  crowds  followed 

us _ to  the  paper, 

and  we  found  ourselves 
selling  directly  out 
of  the  lobby.” 


Egger  said. 

A  local  hotel  official  called  to  ask  for  a 
copy  for  the  family  of  Roger  Maris  when 
downtown  newsstands  were  sold  out — 
and  the  newspaper  sent  a  bundle. 

Requests  came  from  around  the  coun¬ 
try.  The  Washington  bureau  wanted  2,000 
copies  to  accommodate  pleas  from  politi¬ 
cal  leaders  and  embassies. 

When  the  Cubs’  slamming  Sammy 
Sosa  drew  even  with  McGwire  in  mid- 
September,  Post-Dispatch  executives, 
whose  McGwire  posters  sold  for  $5, 
began  calculating  whether  there  was  a 
local  market  for  Sosa  posters  too. 

Executives  facing  extraordinary  events 
should  keep  track  of  their  ink  and  infra¬ 
structure  and  make  sure  their  staffs  don’t 
become  exhausted,  said  Egger,  who  said 
round-the-clock  shifts  had  prompted  him 
to  carry  pictures  of  his  kids. 


TEAR  SHEETS 


All’s  quiet 
when 
Sosa 
smacks 
62nd 

J 


ust  as  Major  Leagui 
Baseball  didn’t  bothe; 
to  secretly  mark 
baseball  that  Chicago  Cu 
slugger  Sammy  Sosa  hit  to 
the  home  run  record, 

Chicago’s  newspapers  let  thi 
occasion  pass  without  extras 
any  preplanned  hype. 

In  contrast  to  the  frenzy  orchestrated  by 
the  St.  Louis  Post-Dispatch  when  Cardinal 
Mark  McGwire  broke  the  single-season 
home  run  record,  the  city  that  practically 
invented  newspaper  hoopla  greeted  Sosa’s 
Sept.  13  tying  of  the  record  with  joyous 
headlines  —  the  next  morning. 

Chicago  Sun-Times  baseball  columnist 
Dave  Van  Dyck  noted  in  a  morning-after 
column  that  the  national  media  largely 


Cdteskiggerte  | 


l)ed  the  Cubs-Milwaukee 
Brewers  game,  while  700  journalists 
attended  the  Sept.  8  game  in  which 
McGwire  set  the  new  record. 

“It  was  just  short  of  a  national  dis¬ 
grace,”  Van  Dyck  wrote.  “Well,  what  do 
you  expect  in  Second  City.  Let’s  just  hope 
that  the  seeming  snub  of  Sammy  Sosa 
came  only  because  he  was  the  second  to 
get  to  62  home  runs,  not  because  he  is 
considered  a  second-class  citizen.” 

—  Mark  Fitzgerald 
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Money  lures  graduates  into 
newer  media  opportunities 


Competing  for  staffers 
against  high  pay  elsewhere,  | 
bad  newspaper  image  and  | 
other  recruitment 
headaches  i 

by  Jennie  Phipps  \ 

Recruiting  is  tough  these  days.  Even  | 
finding  good  beginners  isn’t  easy.  ; 
Ed  Cray,  professor  of  journal¬ 
ism  at  the  University  of  Southern 
California  and  author  of  13  biographies,  j 
has  been  around  the  publishing  business  a  ; 
couple  of  times,  working  at  newspapers,  | 
magazines  and  publishing  houses.  He  | 
points  proudly  to  students  who  come  out  I 
of  his  classes  and  go  to  work  right  away  | 
for  publications  of  all  sizes  and  types.  i 

BRAIN  DRAIN  EARLY 

But  lately,  he’s  been  watching  many  of  ; 
the  best  and  brightest  go  off  to  new  media  i 
organizations,  where  from  Cray’s  point  of  | 
view  the  work  is  tedious,  but  the  money  is 
rewarding.  “New  media  is  hiring  people  i 
for  ail  kinds  of  Jobs  —  many  of  them  are  | 
essentially  clerical  —  but  they  pay  $40,000 
a  year.  So  kids,  who  have  big  debts,  make 
the  choice  of  going  there  to  pay  off  their 
school  loans.  After  they’ve  proven  them¬ 
selves,  they  go  onto  something  better.  That 
doesn’t  bode  well  for  small  newspapers 
who  want  to  hire  good  people,”  Cray  says,  j 
His  advice;  Pay  more  money. 

Salaries  are  a  big  issue  among  begin-  i 
ning  reporters,  agrees  Bill  Norton,  a 
Kansas  City  Star  editor  who  runs  a  pro-  i 
gram  for  high  school  journalists.  One  of 
his  stars  returned  to  the  paper  for  two  sum¬ 
mer  internships  during  college  and  collect-  I 
ed  a  wealth  of  experience.  But  when  grad¬ 
uation  rolled  around,  he  got  an  offer  from 
a  major  media  organization  that  was  50% 
over  the  best  the  Kansas  City  Star  could 
offer.  The  kid  followed  the  money. 

IT’S  THE  PAY 

Says  Hampden  H.  Smith  111,  professor  ' 
and  head  of  the  Department  of  Journalism 


and  Mass  Communications  at  Washington 
and  Lee  University  in  Virginia:  “Most 
papers  don’t  understand  that  they  are  offer¬ 
ing  so  much  below  the  going  pay  rate  for 
any  other  job  that  they  need  to  be  grateful 
that  these  debt-swamped  young  people 
will  even  consider  them.  I  actually  told  one 
editor  a  couple  of  weeks  ago  that  I  didn’t 
have  any  graduates 
who  would  work  for 
$335  a  week,  which  I 
termed  insulting.” 

Do  beginners  really 
start  that  low?  It  looks 
that  way.  Michigan 
State  University’s 
annual  survey  pegged 
the  average  starting 
salary  for  an  entry- 
level  journalist  in 
1997  at  $20,154.  It 
also  estimates  that 
22%  of  all  journalists 
25  and  under  earned 
less  than  $15,000. 

BAD  ATTITUDE 

But  more  than  just  money  is  driving 
young  journalists  away.  Smith  believes.  It’s 
attitude.  “Some  employers  are  informative, 
thoughtful  and  aggressive.  But  others  are 
truly  awful,  especially  when  one  compares 
the  hiring  practices  of  newspapers  with 
those  of  virtually  any  other  type  of  firm.” 

Right  or  wrong.  Smith  reads  the  atti¬ 
tudes  at  many  newspapers  as  thoughtless¬ 
ness  at  best,  arrogance  at  worst.  Too  many 
of  his  graduates  are  strung  along  for 
months.  Smith  says,  because  the  people 
responsible  for  hiring  won’t  take  the  time 
to  move  the  process  —  hire  the  candidate 
or  write  a  polite  rejection. 

He  offers  this  advice  for  employers 
seeking  to  impress  potential  job  candi¬ 
dates:  Define  the  job  clearly,  including  all 
the  duties  and  the  good  and  bad  points. 
Level  with  applicants.  Let  them  know 
approximately  how  much  the  job  pays 
and,  realistically,  what  experience  is 
required.  Set  deadlines  for  receipt  of 
applications  and  for  making  a  decision, 
and  stick  to  them.  Don’t  let  the  process 


creep  along  interminably.  Be  positive.  Act 
like  you  care  about  the  job  and  the  appli¬ 
cant.  Tell  applicants  where  they  stand,  and 
if  you  aren’t  going  to  hire  them,  tell  them 
as  soon  and  as  pleasantly  as  possible. 

To  be  fair,  newspap)er  executives  on  the 
hiring  side  of  the  fence  are  not  always 
thrilled  with  the  way  academics  handle 
recruitment  or  look 
at  the  industry. 
Stephen  A.  Trosley, 
publisher  of  the 
Norwalk  Reflector,  a 
9,000-circulation 
daily  in  Ohio,  com¬ 
plains:  “One  of  the 
negatives  you  are  up 
against  is  that  jour¬ 
nalism  schools 
essentially  teach 
people  that  there  is 
no  life  below  metros. 
That  has  been  a 
handicap  for  smaller 
newspapers  for  a 
long  time.  I’ve  talked  to  some  very 
promising  people  who  had  a  professor 
who  told  them,  ‘The  good  programs  are  at 
big  papers,  and  besides,  you  don’t  want  to 
work  at  a  small  paper  anyway,’  and  that 
made  things  very  difficult.” 

But  people  on  both  sides  of  the  fence 
have  creative  suggestions  designed  to 
strengthen  recruiting  in  all  departments. 
For  instance,  Trosley  urges  publishers  to 
have  their  business  cards  in  their  pockets 
at  all  times  because  you  never  know  when 
you  might  come  upon  a  likely  candidate. 
By  way  of  illustration,  he  says  he  once 
hired  his  strongest  salesman  right  out  of 
the  shoe  department  of  a  Sears  store.  The 
young  man  was  gracefully  juggling  a 
crowded  sales  floor  while  speaking 
Spanish  and  English.  Trosley  handed  him 
his  business  card  and  said:  “We’ve  got  lots 
of  opportunities  for  a  guy  like  you  down  at 
the  paper.  You  probably  can  make  a  lot 
more  money  there  than  you’re  making 
here.”  The  young  man  called  first  thing  in 
the  morning  and  later  joined  the  staff. 

Garth  Groshans,  a  circulation  director 
whose  career  has  spanned  the  country. 


“I  actually  told  one 
editor  a  couple  of 
weeks  ago  that  I  didn’t 
have  any  graduates 
who  would  work  for 
$335  a  week,  which  I 
termed  insulting.” 
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Making  the 
most  of  colleges 

Colleges  and  universities  are  obvious 
recruiting  resources,  but  it  takes  a  little 
effort  for  newspapers  to  get  the  most 
out  of  them.  Ed  Cray,  who  teaches  at 
the  University  of  Southern  California, 
and  others  have  these  suggestions: 

•  Get  to  know  the  faculty  at  nearby 
colleges  and  universities.  Find  the  most 
respected  professors  and  develop  rela¬ 
tionships.  Introduce  yourself  to  the  staff 
of  the  school  newspaper.  Take  people  to 
lunch,  ask  their  opinion,  call  them  in  for 
staff  training,  and  reciprocate  by  offer¬ 
ing  to  be  a  guest  speaker  for  a  class  or 
two. 

•  Set  up  paid  intern  programs.  If 
money  is  tight,  offer  an  honorarium  in 
lieu  of  hourly  pay,  say  $  1 ,000  at  the  end 
of  the  semester  for  two  days  a  week.  It 
looks  like  a  lot  more  than  minimum 
wage. 

•  Participate  in  journalism  discus¬ 
sion  lists  the  college  or  university  might 
sponsor.  You’ll  get  an  opportunity  to 
read  the  thoughts  of  potential  candi¬ 
dates.  Lists  are  also  good  places  to  post 
job  opportunities. 

•  Arrange  times  for  formal  inter¬ 
views  once  or  twice  a  year.  Separate 
jobs  from  internships,  and  interview  at 
different  times  for  each.  Consider  hir¬ 
ing  freshmen  and  sophomores.  While 
they  haven’t  had  the  training  older  stu¬ 
dents  have  had,  the  sharp  ones  catch  on 
fast  and  may  return  if  they  had  a  posi¬ 
tive  experience. 

•  Take  time  to  interview  students  in 
depth  —  about  their  lives  and  opinions, 
not  just  journalism.  Since  most  candi¬ 
dates  have  little  experience,  giving 
them  a  chance  to  talk  about  something 
else  will  get  better  results. 

•  Before  hiring,  seek  a  faculty  refer¬ 
ence.  Educators  know  their  students 
and  have  views  on  their  abilities. 

As  Cray  says:  “I  don’t  want  to  send  a 
kid  who’s  not  our  best,  or  if  I  do,  I  want 
to  be  able  to  discuss  his  strengths  and 
weaknesses  with  a  perspective  employ¬ 
er.  Our  first  obligations  are  to  our  pro¬ 
fession  and  to  the  students.  Neither  are 
served  by  pushing  a  kid  too  hard  and 
too  fast.  I  don’t  want  to  feel  that  a  kid 
will  be  thrown  into  something  where 
he’ll  fail  and  come  away  discouraged.” 


offers  much  the  same  advice  for  circula-  j 
tion  execs  seeking  district  sales  managers, 
an  entry-level  position  that  doesn’t  require 
a  college  degree.  “You  can  get  10  million 
responses  through  advertising,  but  the 
trouble  is  they’re  overqualified  and  they 
won’t  stick.  I  look  for  sharp,  outgoing 
people  at  the  mall  or  the  shopping  center. 

I  just  walk  up  to  them  and  give  them  my 
card.  Believe  it  or  not  it  works.” 

Trosley  also  offers  this  piece  of  advice: 
If  you  can’t  beat  ‘em,  join  ‘em.  Teaching 
part  time  at  the  community  college  creates  j 
contacts  with  students  and  other  instruc¬ 
tors.  “You  spot  the  talented  people,  you 
get  to  watch  them  perform.  It’s  like  a 
semester-long  interview.” 

Then  there’s  networking,  a  tried  and 
still  true  technique.  Dennis  M.  Lyons, 
executive  editor  at  the  Reporter  in 
Lansdale,  Pa.,  has  found  his  last  four  hires 
at  nearby  metros.  They  were  people  who 
were  either  talented  interns  or  part-timers 
who  wanted  full-time  jobs.  Lyons  has  the 
advantage  of  being  part  of  Gannett  Co. 
Inc.,  with  bigger  papers  not  too  far  away. 


“You  can  get  10  million 
responses  through 
advertising,  but  the 
trouble  is  they’re 
overqualified  and  they 
won’t  stick.” 

but  he  has  been  just  as  successful 
schmoozing  editors  at  the  regional 
Associated  Press  Managing  Editors  meet¬ 
ings.  “Large  papers  don’t  want  to  take  a 
chance  on  someone  who  has  had  a  mini¬ 
mal  amount  of  experience.  Give  it  a  shot. 
If  you  see  Editor  A  at  a  convention,  say, 
‘Hey,  I’m  looking  for  a  new  municipal 
reporter.’  What  can  it  hurt?”  Lyons  says. 


Phipps  is  a  freelance  writer  tjased  in 
Detroit. 


ADVERTISING  DIRECTOR 

A  Unique  Opportunity  for  Career  Growth  and  Enhancement  with  an  independent, 
employee-owned  company 

The  Telegraph  Herald,  Dubuque,  Iowa,  an  independent  and  employee-owned  daily 
newspaper,  and  a  subsidiary  of  Woodward  Communications,  Inc.,  is  seeking  an 
Advertising  Director  with  proven  leadership,  mentoring  and  training  skills.  In  addition  to 
the  previously  mentioned  skills,  experience  in  both  Retail  and  Classified  is  preferred,  as 
well  as  abilities  to  develop  operating  budgets  and  long-range  business  plans  and  a 
proven  track  record  in  achieving  revenue  goals  and  objectives.  Natural  “people  skills”  and 
the  ability  to  incorporate  a  “bottom-up”  participatory  management  style  is  paramount. 
This  position  reports  directly  to  the  Publisher  and  will  participate  as  a  key  member  of  our 
Newspaper  Management  Group. 

Woodward  Communications,  Inc.  offers  an  excellent  salary,  bonus  and  incentive  pack¬ 
age,  as  well  as  the  opportunity  to  become  an  employee  stockholder  after  a  five-year 
vesting  period.  We  are  willing  to  pay  a  “better  than  average  compensation  package”  for 
a  “better  than  average  candidate”. 

If  you  are  looking  for  an  extremely  good  career  opportunity,  appreciate  excellent  quality 
of  life  and  truly  have  “ink  in  your  blood”,  then  you  could  very  well  find  a  piece  of  paradise 
in  Northeast  Iowa. 

Along  with  a  current  resume  and  list  of  references,  please  include  a  cover  letter  outlin¬ 
ing  the  reasons  that  you  would  be  a  “better  than  average”  candidate  for  this  unique 
career  opportunity.  The  Telegraph  Herald  is  an  EEO  Employer.  All  applications  will  be 
kept  in  strict  confidence.  Please  apply  to: 

Tom  Yunt 
Publisher 

Vice  President/Newspapers 

Telegraph  Herald 

801  Bluff 
P.O.  Box  688 
Dubuque,  lA  52004-0688 
Fax:  (319)  588-5739 
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Challenge  of  finding,  holding 
mid-career  employees 


Recruiters  have  greatest 
difficulties  attracting  and 
keeping  staffers  who  have 
computer  skills,  sales 
management  experience 
and  copy  editing  abilities 

by  Jennie  L.  Phipps 

Bryan  Allison,  general  manager  of 
the  Las  Vegas  Sun’s  online  compo¬ 
nent,  groans  aloud  when  he  talks 
about  the  tribulations  he  faces  hiring  peo¬ 
ple  with  computer  programming  skills. 

“Netscape  (and)  Microsoft,  they  snatch 
them  up  and  pay  much  better  than  we  do. 
And  those  places  have  a  cooler  culture. 
Look  at  it  this  way,  if  you  were  a  com¬ 
puter  genius,  which  would  you  rather 
work  for  —  the  Las  Vegas  Sun  or 
Netscape?” 

Allison  is  not  alone  in  his  dilemma. 
Finding  experienced,  midcareer  employ¬ 
ees  brings  a  “woe  is  me”  tone  to  the  voice 
of  both  managers  responsible  for  hiring 
and  human  resources  people  who  master¬ 
mind  the  search.  Hardest  to  find  in  most 
parts  of  the  country  are  good  computer 
people,  experienced  sales  managers,  top- 
of-the-line  copy  editors  and  savvy  circu¬ 
lation  staffers.  The  job  market  is  tight, 
and,  as  a  result,  the  people  with  the  talent 
to  take  demanding  newspaper  Jobs  can 
find  employment  in  industries  where  the 
money  and  often  the  hours  are  better.  The 
task  for  newspaper  recruiters  can  be 
daunting. 

Says  David  Karapetian,  vice  president 
human  resources  for  HomeTown 
Communications  Network  Inc.  of 
Livonia,  Mich.:  “We  are  up  against  some 
large  competitors  in  the  telecommunica¬ 
tions  industry.  They  are  offering  phenom¬ 
enal  packages,  including  education  bene¬ 
fits,  tuition  reimbursement,  instant  health 
coverage  and  company  cars.  We’re  just 
not  in  the  position  to  compete  at  that 
level.  We  are  a  company  of  weekly  and 


twice-weekly  publications,  and  we  pub¬ 
lish  independent  telephone  directories. 
We  are  quite  good  at  it,  and  we  have  a 
national  reputation.  But  even  at  that,  com¬ 
peting  for  some  of  these  people  becomes 
a  real  chore.” 

Those  companies  that  are  most  suc¬ 
cessful  in  meeting  the  challenge  have  had 
to  be  creative  and  flexible.  In  general, 
they  have  combined  the  brainpower  from 
all  departments  to  find  solutions  that 
work  for  everyone.  These  solutions  are 
primarily  based  on  a 
couple  of  caveats: 

•  The  conviction  that 
most  people  want  to  do 
the  best  job  possible  and, 
therefore,  good  training 
and  ongoing  educational 
opportunities  will  be 
appealing  to  the  kind  of 
workers  that  every  com¬ 
pany  wants  most  to  hire. 

•  The  best  way  to 
have  experienced,  com¬ 
mitted  workers  is  to 
“grow  your  own”  by 
making  the  retention  of 
good  people  a  priority. 

“People  we  do  attract,”  Karapetian 
says,  value  what  they  find  here  and  their 
tenure  is  longer  than  it  might  be  in  other 
companies  because  people  can  go  home 
at  night  and  say,  ‘I  had  an  opportunity  to 
make  a  difference.’  If  they  have  worked  in 
a  place  that  is  more  highly  regulated  with 
many  more  layers  of  authority  and  a  do- 
as-you ’re-told  attitude,  where  they  are  not 
encouraged  or  even  permitted  to  initiate, 
then  coming  here  can  be  very  appealing. 
I’m  not  going  to  say  that  people  grow  old 
here,  but  they  do  have  a  rather  long 
tenure,  and  we  have  lost  very  few  people 
for  reasons  directly  because  of  pay.” 

Karapetian’s  company  has  recently 
begun  a  new  retention  program,  called 
HomeTown  University.  Every  employee 
will  have  an  opportunity  to  not  only 
receive  skills  training,  but  also  training  in 
things  like  decision-making,  group 
dynamics  and  leadership  that  will  help 


them  get  ahead.  The  core  curriculum  that 
everyone  takes  also  helps  ensure  that 
there  are  certain  skill  sets  that  are  compa¬ 
nywide.  That  makes  it  easier  for  people  to 
transfer  within  the  company  and  succeed 
in  their  new  positions. 

Planning  for  HomeTown  U  started 
with  a  comprehensive  needs  assessment. 
Focus  groups  were  conducted  around  the 
issues  that  arose  frequently.  An  outside 
consultant  helped  company  executives 
develop  the  core  course  work,  then 
employees  were  given 
an  opportunity  to 
review  and  critique  the 
process. 

Karapetian  is 
enthusiastic  about 
HomeTown  U,  which 
will  launch  formally  in 
January.  “Employees 
have  come  forward 
asking  not  only  to  take 
the  courses,  but  also  to 
be  involved  with  the 
whole  initiative.  We 
have  people  who  are 
genuinely  enthusiastic 
about  training.  It  is  a 
critical  business  strategy  for  us.  If  we  give 
a  course  in  sales  training,  this  won’t  just 
be  the  XYZ  course  in  how  to  sell  retail 
advertising.  It  will  be  the  HomeTown 
University  course  in  how  to  effectively 
sell  retail  advertising  for  HomeTown 
Communications .” 

The  Gannett  Co.  is  another  company 
that  has  long  been  a  believer  and  a  leader 
in  the  concept  of  staff  training.  The  latest 
program  in  this  area  is  directly  geared 
toward  putting  employees  on  the  upward¬ 
ly  mobile  track,  according  to  Mary  Kay 
Blake,  newspajjer  division  vice  president 
for  recruiting  and  placement.  She  says 
that  initially  there  will  be  circulation, 
finance,  production  and  systems  execu¬ 
tive  training  programs.  Twenty  people 
will  be  chosen  to  participate  in  yearlong 
course  work  in  each  area.  In  general, 
these  are  people  who  are  already 
employed  in  these  fields. 
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People  with  talent 
to  take  demanding 
newspaper  jobs 
find  employment  in 
industries  where 
hours  and  money 
are  better. 


As  “executive  training”  students,  they 
will  be  exposed  to  training,  usually  given 
by  people  from  within  the  company  who 
have  particular  knowledge  and  talent  in 
key  areas.  By  the  end  of  the  year,  Gannett 
hopes  all  trainees  will  have  develojjed 
into  people  able  to  take  on  duties  as  direc¬ 
tors  (top  jobs  at  Gannett)  at  one  of  90 
properties.  Executive  training  is  for  pre¬ 
sent  employees  only.  People  who  are 
hired  into  the  company  aren’t  given  the 
opportunity  to  take  advantage  of  this  pro¬ 
gram  until  they  have  some  tenure. 

Blake  says,  “Gannett  people  are  sought 
after  in  the  industry.  We  have  to  keep 
ahead  of  that.  We  have  to  be  sure  that  we 
are  retaining  as  many  of  the  best  and 
brightest  as  we  can,  therefore  executive 
training  is  a  tool  for  Gannett  people  only.” 

ATTRACTING  NEW  WORKERS 

Another  idea  that  has  worked  for  vari¬ 
ous  companies  is  turning  to  people  who 
are  already  employed  for  suggestions 
about  ways  to  attract  new  workers  and 
ways  to  keep  them  once  they  are  on 
board.  Edith  Auslander  says  Tucson 
Newspapers  Inc.  has  had  a  great  deal  of 
success  with  this  plan.  Auslander  is  vice 
president  for  human  resources  for  TNI 
Partners,  the  business  agency  for  the 
Arizona  Daily  Star  and  Tucson  Citizen  in 
a  Joint  operating  arrangement. 

Saturday  community  Job  fairs  is  a  sug¬ 
gestion  that  came  from  Lydia  Kennedy, 
an  assistant  in  the  human  resources 
department.  A  week  before  Christmas  last 
year,  Kennedy  wanted  to  invite  people 
from  the  city  to  tour  the  plant  and  learn 
about  Job  opportunities.  Auslander  was 
skeptical.  After  all,  Christmas  is  a  busy 
time.  She  didn’t  think  anybody  would 
show  up,  but  she  was  wrong.  There  were 
35  Job  seekers.  Out  of  that,  the  company 
hired  five  people,  including  three  adver¬ 
tising  salespeople,  a  Job  category  typical¬ 
ly  hard  to  fill. 

Since  then,  Kennedy,  Auslander  and 
vice  president  for  marketing  Paul 
Ingegneri  have  held  the  fairs  once  a  quar¬ 
ter.  They  let  the  community  know  that  the 
events  are  coming  up  by  running  full- 
page  announcements  in  the  classified  sec¬ 
tion.  The  ads  run  three  times  —  Thursday, 
Friday  and  Saturday.  The  company  also 
has  begun  running  a  weekly  display  clas¬ 
sified  ad  that  lists  all  the  openings  com¬ 
panywide.  That  has  proven  to  be  effec¬ 
tive,  too,  for  finding  people  at  all  levels. 
For  instance,  one  of  the  company’s  top 
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marketing  people  Joined  the  company 
through  that  route. 

The  Job  fair  requires  cooperation  from 
every  department.  Often  the  Saturday 
morning  sessions  are  as  much  public  rela- 


ed  to  two  hours.  Auslander  says  keeping 
them  open  longer  doesn’t  mean  they’ll 
see  any  more  candidates. 

The  idea  has  worked  so  well  for 
attracting  external  candidates,  that  next 


tions  tools  as  they  are  interview  sessions. 
Advertising  provides  four  people  to  talk 
to  Job  candidates  while  circulation,  pro¬ 
duction,  the  newsroom  and  the  business 
office  each  send  two.  The  fairs  are  limit- 


they’d  like  to  try  an  employee  Job  fair. 
This  would  be  an  opportunity  for  internal 
candidates  and  their  families  to  explore 
Job  opportunities  in  other  parts  of  the 
paper. 


PLAY  A  KEY  ROLE  in  the  launch  and  growth  of  an  exciting  new  high  tech  venture!  I 


INTERACTIVE  SALES  ACCOUNT  EXECUTIVE  As  a  Senior  Interactive  Sales 
Account  Executive,  you  will  match  Internet  classified  solutions  to  The  Hartford  Courant's 
classified  advertiser  base.  You  will  make  independent  sales  calls  to  achieve  aggressive 
sales  goals  and  interface  effectively  with  the  print  classified  area.  The  successful  candidate 
must  have  a  strong  understanding  of  Internet  commerce  and  will  have  a  proven  track  record 
in  advertising  sales  in  a  high  tech/digital  media  market.  Excellent  consultative  selling  and 
sales  presentation  are  required.  Degree  preferred,  but  equivalent  experience  may  be 
considered. 

CLASSIFIED  INTERACTIVE  PRODUCT  SPECIALIST  Reporting  to  the  Interactive 
Sales  Manager,  you  will  present  the  online  classified  proposition  to  auto  dealers  and  other 
advertisers.  You  will  facilitate  orders  and  the  installation  of  DMI  (Digital  Motor  Inventory) 
and  other  technology  and  help  resolve  problems  related  to  new  dealer  site  production. 
Additionally,  you  will  service  existing  advertisers,  consulting  with  dealers  and  other 
advertisers  to  maximize  Internet  leads.  You  will  actively  participate  in  the  development  of 
training  and  educational  materials  for  print  advertising  staff  and  dealers.  The  successful 
candidate  will  have  2-3  years'  experience  in  a  high  tech/digital  media  environment. 
Knowledge  of  the  auto  industry  is  extremely  helpful.  Strong  web  content,  design  and 
production  skills  as  well  as  database  systems  integration  experience  are  required.  Strong 
PC  and  Mac  skills  are  required,  along  with  HTML,  Cold  Fusion,  SQL,  Sequel  Server, 
Photoshop  and  Microsoft  Access  experience. 

INTERACTIVE  SALES  MANAGER  As  the  Interactive  Sales  Manager,  you  will  manage 
a  new  electronic  classified  venture  within  The  Hartford  Courant's  Classified  Advertising 
Department.  With  responsibility  for  matching  Internet  web  solutions  to  newspaper's 
classified  advertising  base,  you  will  work  with  existing  print  advertising  managers  and 
advertising  representatives  to  integrate  interactive  products  into  their  print  selling  process. 
You  will  make  independent  sales  calls  to  achieve  sales  goals  and  interface  effectively  with 
the  Electronic  Publishing  Department.  The  successful  candidate  must  have  a  strong 
understanding  of  Internet  commerce  and  will  have  a  proven  track  record  in  managing 
advertising  sales  in  a  high  tech/digital  media  market.  Excellent  consultative  selling  and 
sales  presentation  skills,  and  the  ability  to  create  comprehensive,  integrated  marketing 
plans  are  required.  Degree  preferred,  but  equivalent  experience  may  be  considered. 

INSIDE  SALES  &  CUSTOMER  SERVICE  MANAGER  Do  you  have  a  proven  track 
record  of  success  coaching  and  leading  sales  professionals  to  meet  and  exceed 
customers'  expectations?  If  you  have  excellent  leadership  skills,  strong  sales, 
communication,  organizational  and  follow-through  skills  with  a  focus  on  customers  and 
quality  results,  then  The  Hartford  Courant  wants  to  talk  to  you!  Responsibilities  include 
direct  management  of  our  telephone  sales  and  customer  service  teams  as  well  as 
development  of  new  products  and  revenue  generating  ideas.  We  are  looking  for  a  creative 
individual  experienced  in  all  aspects  of  classified,  who  has  demonstrated  success  of 
implementing  innovative  strategies  for  growth  in  a  competitive  market.  This  is  an  excellent 
opportunity  to  work  for  a  progressive  and  innovative  organization. 

We  offer  a  competitive  compensation  and  benefits  package.  Reply  with  resume,  cover  letter 
and  salary  requirements  including  position  title  to: 

3iat1for5  i£ourant. 

Employee  Services  Department 
285  Broad  Street,  Hartford,  CT  06115 

Equal  Opportunity  Employer  E-mail:  halpert@courant.com 
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Here’s  a  guide  to  picking 
iow-iianging  circuiation  fruit 


by  Jay  Schiller 

as  your  newspaper  checked  for 
“low-hanging  fruit”  recently. 

That’s  the  term  a  circulation  mar¬ 
keting  director  used  recently  to  describe 
circulation  marketing  opportunities  he  felt 
his  paper  wasn’t  taking  advantage  of. 

His  paper  probably  isn’t  unique.  While 
most  conventional  efforts  to  cultivate  cir¬ 
culation  involve  considerable  cost  and 
effort,  other  opportunities  are  within  easi¬ 
er  reach: 

•  Race  car  fans  understand  “drafting,” 
the  term  for  positioning  your  car  behind 
another’s  bumper  and  letting  the  front 
car’s  draft  pull  you  forward.  Most  local 
newspapers  have  trouble  getting  distrib¬ 
uted  to  hotel  guests.  Why?  Because  USA 
Today  already  has  deals  with  several 
major  hotel  chains.  The  hotels  inform 
guests  in  registration  cards  that  they’ll  get 
the  paper  —  unless  they  decline  and  take 
a  refund. 

In  this  instance,  drafting  involves 
climbing  onto  the  coattails  of  USA  Today 
with  your  local  paper’s  weekend  products. 
Such  a  deal  also  would  require  dis¬ 
claimers  on  registration  cards  in  order  to 
count  the  copies  as  paid,  a  change  requir¬ 
ing  new  registration  cards,  which  a  news¬ 
paper  could  offer  to  print. 

Remember,  since  there  are  no  mini¬ 
mum  wholesale  rates  required  in  order  to 
count  copies  as  paid,  newspapers  can 
charge  whatever  they  like  per  copy, 
including  a  zero  rate.  Even  though  the 
concept  of  guests  paying  for  papers  is 
largely  illusory,  it’s  ABC  approved  —  and 
could  generate  a  nice  increase  in  weekend 
circulation. 

•  Another  area  for  a  quick  nonrevenue- 
producing  fix  is  conversions.  If  a  newspa¬ 
per’s  weekend  and/or  Sunday-only  sub¬ 
scription  rates  amount  to  more  than  50% 
of  its  seven-day  rate,  there’s  a  way  to 
upgrade  frequencies,  and  paid  circulation, 
without  collecting  additional  monies  — 
Just  by  getting  subscriber  approval.  (Keep 
in  mind  some  folks  may  refuse  the  free 
added  paper.) 

Of  course,  ABC  rules  allow  newspapers 


to  eliminate  packages,  such  as  Saturday 
and  Sunday,  and  expand  them,  for  exam¬ 
ple  to  Thursday  through  Sunday,  without 
getting  subscriber  approval  —  provided 
readers  are  paying  over  50%  of  basic  rates 
for  the  package.  Some  papers,  in  fact, 
have  used  the  rules  to  upgrade  weekend 
readers  to  seven-day  subscriptions,  and 
others  discourage  part-time  readers  by 
only  offering  seven-day  subscriptions. 

•  While  it’s  not  turning  wine  to  water, 
another  conversion  scheme  involves  turn¬ 
ing  bulk  sales  into  group 
sales.  The  plus  is  that  bulk 
sales  are  not  counted  as 
paid,  while  group  sales 
are.  For  example,  copies 
delivered  to  a  business, 
sans  designated  recipi¬ 
ents,  are  considered  bulk, 
provided  the  buyer  pays  at 
least  50%  of  the  cover 
price.  On  the  other  hand, 
if  the  business  provides 
names  or  Job  titles  of  the 
recipients,  the  copies 
count  as  paid,  under  group 
sales. 

•  A  popular  way  of 
funding  Newspapers  in 
Education  programs  is  by 
using  subscriber  bills  to  solicit  donations. 
Many  papers  already  include  a  box  to  ear¬ 
mark  tips  to  carriers,  and  it’s  easy  to 
expand  for  NIE  and  appeals  to  people’s 
desire  to  further  local  education  programs. 
Newspapers  can  even  allow  readers  to 
designate  a  specific  school. 

•  Perhaps  the  circulation  most  easily 
plucked  these  days  is  “special-event  sales” 

—  a  Pandora’s  box  perhaps,  but  full  of 
potential.  Incidentally,  I’m  of  the  old 
school  and  believe  the  only  real  paid  cir¬ 
culation  is  home  delivery  and  single  copy 

—  not  gimmick  sales.  But  ABC  rules 
allow  that  even  if  1  million  people  are 
handed  newspapers  at  a  special  event  — 
without  ever  requesting  or  really  paying 
for  them  —  the  copies  can  all  be  counted 
as  paid,  provided  they  meet  a  few  basic 
requirements,  even  though  the  recipients 
may  already  have  bought  the  paper. 


If  the  price  of  the  paper  is  included  in 
the  ticket  price  of  the  event,  the  ticket 
must  indicate  the  cost  of  the  paper  sepa¬ 
rately,  ABC  rules  specify.  Also,  buyers 
must  have  the  option  of  declining  the 
paper  and  paying  less  for  the  ticket. 

Proper  pricing  is  critical  to  maximizing 
event  sales.  For  example,  if  a  daily  selling 
for  250  is  added  to  a  $5  ticket  price, 
people  might  balk  at  the  extra  quarter, 
but  tack  on  the  same  quarter  to  a  $4.75 
ticket  and  the  $5  total  hardly  raises  an 
eyebrow.  Better  yet.  sell 
the  paper  for  half  price  at 
1 30  on  top  of  a  $4.87  tick¬ 
et  and  it’s  even  more 
palatable. 

And  newspapers  don’t 
have  to  collect  a  penny 
from  the  event  organizer 
because,  as  mentioned 
above,  ABC  sets  no  mini¬ 
mum  price  in  such  whole¬ 
sale  transactions.  In  addi¬ 
tion,  such  “paid”  circula¬ 
tion  can  actually  cost 
newspapers  in  the  form  of 
promotional  fees  paid  to 
the  event  and  discounted 
advertising  provided. 
Caution:  Special  events 
raise  red  flags  to  auditors  and  will  proba¬ 
bly  receive  extra  scrutiny.  With  that  in 
mind,  here  are  precautions  on  special 
events:  1,  Get  prior  ABC  approval,  in 
writing,  on  the  language  used  on  signs  and 
tickets  regarding  signage  and/or  receipt 
verbiage;  2.  Verify  the  availability  of 
refunds  for  ticket  buyers  who  decline  the 
paper;  3.  Deduct  the  declined  copies  from 
paid  totals;  4,  Ensure  price  of  paper  is  at 
least  50%  of  basic  rate;  5.  Do  not  give 
away  premiums  with  the  paper  because 
they  could  disqualify  the  sales. 

One  example  of  a  successful  special- 
events  program  is  the  Miami  Herald's  deal 
with  the  Sunrise  Flea  Market  in  Fort 
Lauderdale.  Shoppers  get  a  paper  with  the 
price  of  parking,  and  of  course  a  refund  if 
they  decline.  The  event  yields  thousands 
of  daily  and  Sunday  copies  a  week  in  paid 
totals.  Hi 
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N.Y.  Times  gets 
national  rating 

The  New  York  Times  joined  the  ranks  of 
USA  Today  and  the  Wall  Street  Journal 
last  week  when  Competitive  Media 
Reporting  said  it  will  classify  the  Times  as 
a  national  newspaper  beginning  next  year. 

CMR,  which  provides  data  on  advertis¬ 
ing  volume  and  expenditure  estimates, 
currently  calls  the  Times  a  major  metro 
newspaper.  It  is  available  in  156  markets 
nationwide  and  has  a  total  circulation  of 
about  1.2  million  copies  on  weekdays,  1.6 
million  Sunday.  Daniel  H.  Cohen,  Times 
senior  advertising  vice  president,  said  55% 
of  advertisers  buy  for  the  national  audi¬ 
ence,  and  that  number  is  growing  daily. 

“This  new  rating  will  help  convince 
even  more  national  advertisers  to  consider 
the  Times  when  developing  their  national 
ad  campaigns,”  Cohen  said  in  a  statement. 


Ad-vantage  in 
estate  tax  fight 

Frank  Blethen,  publisher  of  the  Seattle 
Times,  is  running  a  series  of  ads  urging 
Congress  to  abolish  the  estate  tax.  The  ads 
say  “brought  to  you  courtesy  of  the  Seattle 
Times."  Blethen  told  the  Washington  Post 
the  ads  have  raised  questions,  but  he  chose 
ads  to  convey  his  message  precisely  to 
protect  the  paper’s  independence. 
Executive  editor  Michael  Fancher  said  the 
ads  have  created  the  appearance  of  a  con¬ 
flict  of  interest,  adding,  “There  is  no  actu¬ 
al  conflict.  I’m  convinced,  because  I  know 
it’s  not  going  to  affect  our  reporters.” 

The  Newspaper  Association  of  America 
has  argued  that  estate  taxes  speeds  the  cor¬ 
porate  takeover  of  family-owned  papers  by 
forcing  heirs  of  newspaper  companies  to 
sell  out  in  order  to  pay  Uncle  Sam. 

The  Blethen  family  owns  51%  of  the 
Times.  Knight  Ridder  owns  the  rest. 


NIE  in  Oregon 

The  Oregon  Newspaper  Publishers 
Association  is  developing  a  Newspaper  in 
Education  project  designed  to  enable 
weeklies  and  small  dailies  to  create  their 
own  NIE  programs.  Regina  Cox,  the  for¬ 
mer  Medford  Mail  Tribune  NIE  coordina¬ 
tor  who  is  overseeing  the  project,  has  writ¬ 
ten  a  manual  for  people  with  little  or  no 
knowledge  of  NIE  nuts  and  bolts,  the  asso¬ 
ciation  said.  The  manual  includes  a  brief 
history  of  NIE,  steps  for  setting  up  a  pro¬ 
gram,  techniques  for  promoting  to  schools, 
and  ways  to  get  papers  into  classrooms. 

The  program  contains  classroom  activi¬ 
ties  for  elementary  schoolchildren,  includ¬ 
ing  a  glossary  of  newspaper  terms  and  var¬ 
ious  projects  involving  social  studies,  math 
and  English.  Students  will  have  an  oppor¬ 
tunity  to  calculate  percentages,  compare 
regular  and  sale  prices,  or  plan  a  shopping 
list  by  using  store  inserts  in  newspapers. 


sells  prepHiittM  In  a  single  call 
thanks  to  imMEDIAteT 


Save  time,  increase  sales  call  volumes.  Increase  closing  ratios. 
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Newspapers,  yellow 
pages  join  hands 


The  unusual  alliance 
between  three  Western 


newspapers  and  a 
Colorado  phone  company 
could  dramatically  alter  the 
local  city  guide  landscape. 


by  Peter  M.  Zollman 


Into  the  world  of  new  alliances  among 
one-time  competitors,  add  phone  com¬ 
pany  subsidiary  U  S  West  Dex.  which 
has  joined  forces  with  three  newspapers  to 
provide  yellow  pages  services  for  the 
papers’  Web  sites.  The  Englewood,  Colo.- 
based  company  will  pay  the  newspapers, 
based  on  the  traffic  they  point  toward  the 
telecommunications  company's  online 
yellow  pages. 

Neither  side  would  disclose  the 
amount,  but  it  was  characterized  as  “sub¬ 
stantial.”  It’s  the  first  deal  of  its  kind  in  the 
United  States,  where  newspapers  and  yel¬ 
low  pages  publishers  are  generally  posi¬ 
tioning  themselves  to  go  after  each  other’s 
business  online. 

“We  did  have  qualms  about  working 
with  a  telco,  but  the  quality  of  the  [yellow 
pages]  content  and  the  money  was  Just  too 
great.”  said  Donn  Friedman,  technology 
editor  of  the  Albuquerque  (N.M.)  Journal, 
which  went  live  with  the  service  last 
month.  The  Journal  added  a  “Yellow 
Pages”  link  on  its  home  page  and  its  nav¬ 
igation  bar.  In  turn.  U  S  West  Dex  links 
back  to  the  Journal’s  site  whenever  a  user 
searches  the  Dex  site  for  any  business  in 
New  Mexico. 

Unlike  the  Journal,  both  of  the  other 
two  papers,  the  Arizona  Republic  and  the 
Denver  Post,  cut  exclusive  deals  for  U  S 
West  Dex  content  rights  in  their  states. 
The  alliances  come  after  the  collapse  of  U 
S  West  Dex’s  attempt  to  build  its  own  city 
guide  service,  Diveln. 

The  deal  strikes  another  blow  at  the 
revenue-share  business  model  of  the  two 
dominant  online  directory  services  work¬ 


ing  with  newspapers,  Zip2  of  Mountain 
View,  Calif,  and  CitySearch  of  Pasadena. 
Calif  Both  provide  extensive  software 
and  directory  packages  to  their  affiliates, 
but  require  a  substantial  cut  of  revenue. 
InfiNet  is  currently  launching  a  directory 
package  for  newspapers  that  is  targeted 
directly  at  newspapers  which  do  not  want 
to  share  revenue,  and  with  U  S  West  Dex 
offering  payments  to  newspapers  to  co¬ 
brand  its  directories  on  newspaper  sites, 
the  revenue-share  business  model  may 
face  serious  difficulties.  However,  in 
recent  interviews,  both  CitySearch  and 
Zip2  officials  said  they  did  not  anticipate 
problems  with  an  ongoing  revenue-share 
business  model. 

Chad  Roffers,  director  of  business 
development  and  e-commerce  for  U  S 
West  Dex,  said  his  company  is  aggressive¬ 
ly  trying  to  form  alliances  with  other 
newspapers  in  its  14-state  market.  He  said 
negotiations  are  underway  with  several 
other  papers,  but  declined  to  name  them. 
Even  in  the  two  states  where  U  S  West 
Dex  has  “exclusive”  relationships,  Roffers 
said,  other  newspapers  can  form  more 
limited  relationships  with  Dex. 

“We  think  that  together,  yellow  pages 
publishers  and  newspapers  have  a  very 
strong  counter  to  the  competitive  products 
and  services  in  the  marketplace,”  Roffers 
said.  “Together,  a  newspaper  which  .  .  . 
has  the  best  local  information  and  news 
and  entertainment  content,  combined  with 
the  leading  and  most  current  and  accurate 
yellow  pages,  is  a  very  compelling  propo¬ 
sition  for  users.”  Although  neither 
Roffers,  Friedman  nor  Christine  Lavelle 
of  the  Republic  would  say  so  specifically, 
it’s  clear  the  alliance  is  designed  to  help 
combat  competition  from  national  com¬ 
petitors  like  Microsoft’s  sidewalk.com 
city  guides,  and  Yahoo’s  increasing  pres¬ 
ence  in  local  markets. 

The  alliance  highlights  a  key  difference 
between  newspaper  ad  sales  and  print  yel¬ 
low  page  sales  —  a  difference  that  may 
allow  the  relationship  to  work. 
Newspapers  generally  use  a  relationship 
sale,  with  ongoing  involvement  between 
the  paper  and  the  advertiser,  and  long¬ 


term  commitment  by  both  sides.  Print  yel¬ 
low  pages  sales,  by  contrast,  require  a  “by 
the  numbers”  approach  —  quick,  get-in- 
get-out  calls,  lots  of  sales  calls  to  hit  quo¬ 
tas,  once-a-year  sales  efforts,  reps  who 
frequently  do  all  of  their  sales  by  phone  or 
are  out-of-market  and  swoop  in  for  a  few 
weeks  of  intensive  sales  effort  before  “the 
book”  closes  for  the  year,  and  so  forth. 
Although  both  papers  and  yellow  pages 
offer  local  print  advertising,  their  core 
bases  of  advertisers  tend  to  be  substantial¬ 
ly  different  —  with  newspapers  focusing 
on  retail,  classified  advertisers,  financial 
and  national  advertisers,  and  yellow  pages 
dominated  by  service  businesses,  attor¬ 
neys  and  mom-and-pop  advertisers. 

“Our  newspaper  and  U  S  West  Dex  are 
capitalizing  on  what  each  of  us  does  best 
and  not  attempting  to  individually  be  all 
things  to  all  people,  further  enhancing  our 
competitive  position  against  the  city 
guides,”  John  Oppedahl,  publisher  of  the 
Republic,  said  in  a  statement. 

Although  Roffers  of  U  S  West  Dex 
characterized  the  relationship  as  long 
term,  at  least  two  of  the  agreements  will 
last  only  one  year. 

Lavelle  said  both  sides  would  begin 
reassessing  the  agreement  in  six  to  eight 
months.  “In  short.  I’m  focusing  on  what  1 
can  do  for  my  users  now,”  she  said.  “It  is 
a  good  thing  for  me  certainly  in  the  short 
term.  [We  said  to  ourselves.]  ‘Let’s  try 
this,  keeping  our  focus  on  the  user  — 
using  a  directory  service  that’s  familiar  in 
our  market.’  I’m  not  reinventing  a  brand 
here.” 

Both  Lavelle  and  Friedman  said  they 
carefully  considered  signing  with  either 
CitySearch  or  Zip2,  but,  as  Lavelle  put  it, 
“Everything  comes  at  a  pretty  enormous 
cost,  and  trying  to  figure  out  how  that 
investment  is  going  to  pan  out  over  time  is 
difficult.”  Friedman  said  the  locally 
owned  Journal  was  partially  deterred 
from  building  a  full-blown  city  guide  by 
the  experience  at  Knight  Bidder’s 
Charlotte  Observer,  which  has  invested 
more  than  $1  million  in  development  and 
operation  of  its  Zip2  platform  for 
Charlotte.com,  but  has  freely  admitted 
that  sales  have  been  underwhelming  and 
its  advertiser  cancellations  and  nonre¬ 
newals  have  been  too  high  to  make  it  eco¬ 
nomically  sustainable. 

“What  we  did  not  want  to  do  was  to  put 
in  the  commitment  that  Charlotte  did,”  he 
said.  “With  this,  we’re  able  to  get  the 
[content]  information  that  the  yellow 
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PowerAdz  expanding 

Firm  wants  to  be  full-service  provider  for  papers 


pages  provides,  without  the  editorial 
involvement  and  without  the  investment 
of  manpower  to  sell  it  at  this  point.” 

However,  Friedman  said,  the  Journal 
still  has  the  right  to  sell  to  any  advertisers 
in  its  market,  including  traditional  yellow 
pages  advertisers.  He  said  that  if  the 
Journal  decides  to  develop  its  own  direc¬ 
tory  service  following  the  agreement  with 
Dex,  it  can  do  so  by  merely  changing  the 
links  on  its  site  —  so  that  instead  of  direct¬ 
ing  users  to  Dex,  they  would  direct  users 
to  a  new  Journal  directory. 

The  U  S  West  Dex  deal  was  the  first  of 
its  kind  in  the  United  States,  but  a  similar 
alliance  was  recently  formed  just  north  of 
the  border.  The  partnership  between  the 
Torstar  Corp.  or  Toronto  and  CitySearch 
has  added  a  new  partner  in  an  effort  to  bol¬ 
ster  e-commerce  on  its  city  guide, 
Toronto.com.  Tele-Direct  Inc.,  a  yellow 
pages  publisher  and  subsidiary  of 
Canada’s  largest  telecommunications 
company,  is  joining  the  Web  site. 

Torstar  Corp.  owns  the  Toronto  Star, 
Canada’s  largest  daily  newspaper.  Torstar 
and  Tele-Direct  will  each  hold  a  45% 
stake  in  the  venture.  The  partnership  is 
designed  to  allow  Web  site  visitors  to  not 
only  find  businesses,  but  to  also  purchase 
products  and  services  from  them  directly 
online. 


Zollman  is  a  consultant  in 
interactive  media  who  frequently 
writes  about  the  topic  for  Editor  & 
Publisher. 


by  Carl  Sullivan 

Diversifying  beyond  its  roots  as  an 
online  automobile  classified  com¬ 
pany,  PowerAdz.com  of  Troy, 
N.Y.,  wants  to  become  a  full-service 
provider  of  advertising  and  commerce  ser¬ 
vices  for  online  newspapers.  In  trying  to 
reach  this  goal,  the  company  recently 
raised  $4.5  million  in  equity  financing  for 
expansion  projects,  and  purchased 
AdQuest  from  Milwaukee’s  Journal 
Communications,  which  remains  a  share¬ 
holder.  The  equity  financing  was  not  used 
for  the  AdQuest  merger,  said  Bob 
Godgart,  PowerAdz.com  chairman. 

PowerAdz.com  is  best  known  for  its 
CarCast  AutoMarketplace,  an  online  car 
classified  service  u.sed  by  40  media  com¬ 
panies,  including  the  Dallas  Morning 
News,  Pittsburgh  Post,  Omaha  (Neb.) 
World-Herald,  Journal  Communications 
and  the  Washington  Post  Co.’s  Maryland- 
based  Gazette  Newspapers.  The  Web  sites 
of  these  companies  feature  co-branded 
CarCast  sections  that  allow  users  to  shop 
for  automobiles  from  local  dealers.  The 
sites  also  contain  localized  content  from 
the  media  providers. 

The  merger  with  AdQuest  should  allow 
for  the  expansion  of  CarCast,  Godgart 


said.  “AdQuest  reps  will  market  the 
CarCast  product  to  their  newspaper 
clients,”  he  said.  AdQuest  electronically 
aggregates  classified  ads  for  the  Web  sites 
of  600  newspapers,  mostly  regional  publi¬ 
cations.  Clients  include  the  Milwaukee 
Journal  Sentinel,  the  New  York  Times 
Regional  Newspaper  group,  the  American 
Newspaper  Group  and  the  Liberty 
Newspaper  Group.  The  company  publish¬ 
es  over  1 20,000  online  classifieds  per  day. 

Because  of  AdQuest ’s  strength  in  the 
regional  market,  Godgart  intends  to  focus 
on  newspapers  with  circulations  under 
100,000.  “We’ll  have  some  larger  clients, 
but  we’ll  concentrate  on  papers  that  aren’t 
being  served,”  he  said. 

The  company  will  also  focus  on  the 
local  approach.  “We  are  much  more  inter¬ 
ested  in  local  branding  than  some  of  our 
competitors,”  Godgart  said.  Other  online 
classified  services  that  work  with  newspa¬ 
pers,  like  cars.com,  are  attempting  to  build 
national  brand  identities. 

As  part  of  its  expansion  plans,  the  com¬ 
pany  plans  to  offer  real  estate  listing  ser¬ 
vices  by  the  end  of  the  year.  Through 
product  development  or  acquisitions, 
Godgart  wants  to  add  community  publish¬ 
ing  functions  and  other  online  services  to 
newspapers.  H 
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Find  news  in  history 

Today  in  History’  features  are  always  popular  with 
readers.  The  Web  can  help  you  find  those  stories. 

by  Charles  Bowen  Though  smaller  in  scope  than  the 


Those  “Today  in  History”  features 
that  move  on  the  wires  usually  rate 
well  in  readership  surveys.  People 
seem  to  be  interested  in  knowing  that 
today,  for  instance,  is  the  125th  anniver¬ 
sary  of  the  sale  of  the  first  real  typewriter 
and  that  “Lassie”  was  televised  for  the 
first  time  on  this  date  in  1954. 
Enterprising  feature  editors  can  get  more 
mileage  out  of  these  historical  facts  by 
using  the  Internet.  For  instance: 

•  The  feature  staff  is  always  hungry  for 
anniversaries  to  observe  with  fresh  stories. 
Look  ahead  a  month  or  so  in  the  Today  in 
History  archives  and  you  can  see  what 
anniversaries  are  coming  up. 

•  Add  another  dimension  to  contempo¬ 
rary  stories  by  inserting  curious  historical 
references.  The  people  in  town  might  be 
interested  to  know,  for  instance,  if  the 
same  week  your  city  was  incorporated, 
Gen.  Winfield  Scott  was  capturing 
Mexico  City  in  the  Mexican  War.  (And 
now  they  know  why  the  neighboring  town 
was  named  “Winfield”  and  another  was 
named  “Scott’s  Station.”) 

•  Looking  for  something  fresh  for  that 
new  kids  section  in  the  Sunday  paper? 
Add  "This  Week’s  Celebrity  Birthdays.” 

History  is  such  a  popular  topic  on  the 
Internet  that  there  are  a  number  of  general 
and  specialized  databases  for  finding 
anniversaries,  birthdays  and  historical  ref¬ 
erences.  Television’s  History  Channel  has 
an  especially  powerful  site  for  such  mate¬ 
rial.  Visit  www.historychannel.com/today 
and  see  the  top  historic  news  for  the  cur¬ 
rent  day,  often  accompanied  by  related 
text  articles  and  even  online  video  clips. 

See  the  link  to  “What  Else  Happened 
Today?”  for  citations  on  other  historic 
events,  birthdays,  even  the  names  of  chart¬ 
topping  songs  on  this  date  in  previous 
years.  To  search  the  database  for  other 
dates,  see  the  introductory  page’s  section 
called  “What  Happened  on  Your 
Birthday?”  Below  it  are  drop-down  menus 
that  allow  you  to  select  any  date.  Choose 
a  month  and  a  day  and  click  on  the  “Go” 
button  for  the  report. 


History  Channel  site,  another  interesting 
collection  of  original  historic  material  is 
the  Library  of  Congress’  American 
Memory.  Find  the  site  at 
http://lcweb2.loc.gov/ammem/today/archi 
ve.html,  where  there  are  three  options  to 
view  the  365  pages  of  material.  You  may 
either  enter  a  word  or  phrase  to  search  the 
full  text  of  the  database’s  articles,  jump  to 
a  specific  day  in  the  archive  or  browse  the 
database  by  month. 

Specialized  databases  for  historical 
information  could  be  useful  for  generating 
ideas  for  stories  and  columns,  since  they 
usually  deal  in  data  that  would  make  the 
cut  as  a  general  resource.  For  instance. 
The  Literary  Calendar  cites  quirky 
anniversaries  such  as  the  day  that  Aldous 
Huxley  was  hired  as  a  schoolmaster  in 
Eton  and  the  day  journalist  John  Reed  set 
sail  to  report  on  the  Russian  Revolution. 
To  use  the  resource,  access  the  site  at 
http://litcal.yasuda-u.ac.jp/ 
LitCalendar.shtml,  and  select  the  period 
you  want  to  research.  The  site  then  draws 
a  calendar  and  you  can  click  on  the  day  of 
the  month  you  are  interested  in. 

Other  historical  sites  of  interest  are: 

1.  Historical  Weather  Facts  (www.awc- 
kc.noaa.gov/wxfact.html).  The  site  has 
text  files  for  each  month  of  the  year,  giv¬ 
ing  the  major  weather  events  as  compiled 
by  the  Storm  Prediction  Center. 

2.  The  Scopes  Systems  Historical 
Events  and  Birthdates  database 
(www.scopesys.com/anyday).  This  is  an 
especially  detailed  private  collection  of 
anniversaries,  birth  and  death  dates,  sports 
and  entertainment  data,  holidays  and  reli¬ 
gious  history. 

3.  Finally,  if  you  don’t  find  what  you’re 

seeking,  check  out  the  Mother  of  All  To¬ 
day  in  History  Sites  (www.geocities.com/ 
SunsetStrip/4656/()61nksn3.htm).  This  is 
not  a  searchable  database  itself,  but  rather 
a  clearinghouse  of  information  on  sites 
that  provide  searchable  data  on  assorted 
celebrity  birthdays,  music,  TV  and  movie 
events,  sports  history  and  more.  If  you 
can’t  find  it  here,  chances  are  it  doesn’t 
exist  on  the  Web.  WM 
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Wall  St.  Journal 
to  sell  travel 

The  Wall  Street  Journal  Interactive 
Edition  (www.wsj.com)  will  offer  its  sub¬ 
scribers  travel  services  and  infonnation 
through  an  arrangement  with 
TheTrip.com  Inc.  This  is  the  first  major 
electronic  commerce  initiative  for  the 
Journal,  the  Internet’s  largest  subscriber- 
based  online  publication.  Increasingly, 
online  news  organizations  are  signing  e- 
commerce  agreements  with  vendors  for 
retail  items  and  services  such  as  travel. 

The  link  to  TheTrip.com  will  appear  in 
a  new  travel  section  called  BusinessFare, 
which  will  include  business  travel  stores 
from  the  Wall  Street  Journal.  The  Journal 
will  get  a  cut  of  the  commissions  from  all 
travel  reservations  booked  through  the 
service. 

Accrue  releases 
software  update 

Accrue  Software  Inc.,  a  provider  of 
Web  audience  tracking  software,  recently 
released  Accrue  Insight  2.5.  Current 
newspaper  clients  include  the  Washington 
Post,  Houston  Chronicle  and  San  Jose 
(Calif)  Mercury  News.  The  software 
allows  Web  sites  to  track  visitors  across 
multiple  visits.  The  latest  version  allows 
editors,  advertising  reps  and  others  to  get 
customized  reports  via  the  Web  on  visitor 
activity.  Accrue  is  in  Sunnyvale,  Calif 

Mediainfo  people 

MarketWatch.com,  a  joint  venture 
between  Data  Broadcasting  Corp.  and 
CBS  Broadcasting  Inc.,  has  hired  several 
new  reporters:  REBECCA  EISEN- 
BER(;  and  ERANK  BARNAKO  will 
become  columnists.  STEPHANIE 
O’BRIEN  is  a  former  Bloomberg  News 
reporter.  ...  LAURA  DURKIN  has  been 
appointed  News  Director  for  Fox  News 
Online.  Durkin  is  a  former  city  editor  for 
the  New  York  Daily  News. ...  Please  send 
new  media  personnel  announcements 
to:  carlsl^mediainfo.com,  or  Carl 
Sullivan,  E&P,  11  W.  19th  St.,  10th 
Floor,  New  York,  N.Y.  1001 1. 
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Ifra  and  WAN  present 


Beyond  the  Printed  Word  1998 


The  World  Electronic  Publishing  Conference 

Brand  Building 
E-commerce 
On-line  Subscriptions 
Trends  &  Opportunities 
Content  Management 
Tai^eted  Advertising 
Oiganisational  Changes 

Ifra  and  WAN  invite  you  to  the  annual  rendezvous 
for  the  electronic  world... 


^  Ifra  EXPOweek,  Lyons,  France,  15-16  October  1998 


Writers  Group  uses  ‘write  stutt’ 
to  reach  its  stiver  anniversary 


by  David  Astor 

Would  the  Washington  Post 
Writers  Group  have  started  in 
1973  if  David  Broder  had  no 

children? 

Maybe.  Maybe  not. 

Watergate  certainly  played  a  role  in  the 
formation  of  WPWG,  as  former 
Washington  Post  executive  editor  Ben 
Bradlee  wanted  a  syndicate  to  handle 
books  and  other  material  about  the  famous 
scandal. 

But  the  fact  that  Broder  had  four  sons 
who  would  soon  need  help  paying  for  col¬ 
lege  was  also  a  factor. 

“1  went  to  Ben  Bradlee  —  1  believe  it 
was  in  1972  —  and  said.  ‘You’ve  been 
very  good  to  me  in  terms  of  rai.ses.  but  do 
you  suppose  I  could  get  any  papers  to  pay 
for  my  column?”’  recalled  Broder. 

At  the  time,  his  political  writing  was 
part  of  the  Los  Angeles  Times- 
Washington  Post  News  Service,  but  that 
didn’t  bringing  in  any  extra 
income  for  Broder. 

So  Bradlee’s  secretary.  Donna 
Crouch,  began  handling  the  syn¬ 
dication  of  Broder  on  an  informal 
basis. 

Then,  WPWG  came  into  for¬ 
mal  being  as  a  syndicate  in 


September  1973  —  25  years  ago  this 
month  —  with  Broder’s  column  as  the 
first  feature.  It  didn’t  hurt  that  Broder  had 
won  the  Pulitzer  Prize  for  commentary 
only  a  few  months 
before. 

WPWG  was  installed 
in  the  Post  building,  but 
not  in  Bradlee’s  office. 

And  William  Dickinson 
was  hired  from 
Congressional  Quarterly 
Inc.  to  be  the  new  com¬ 
pany’s  editorial  direc¬ 
tor/general  manager.  He 
initially  headed  a  tiny 
staff  of  three. 

“It  was  me.  a  person  who  took  care  of 
the  books  and  a  typist,”  remembered 
Dickinson. 

A  typist?  “It’s  hard  to  believe  now,  but 
we  didn’t  have  a  computer,”  he  said.  “The 
PC  was  just  being  invented.  We  had  to  lit¬ 
erally  type  the  columns.  We  used  gallons 
of  ‘white-out’!  Then  we 
photocopied  and  mailed 
the  columns.  It  took  as 
much  as  a  week  to  get 
them  to  newspapers.” 

About  KK)  papers  sub¬ 
scribed  to  Broder  by  the 
end  of  1973  —  a  third  of 
the  columnist’s  current 
client  total. 

George  Will  came 
aboard  at  the  start  of 
1974,  and  began  building 
a  list  that  now  numbers 
475  papers.  WPWG  also 
launched  personal  finance 
Only  two  columnist  Jane  Bryant 

people  have  Quinn  in  ’74  —  and,  with 
headed  the  help  of  its  low  staff 

WPWG  in  25  costs,  managed  to  turn  its 
years:  William  first  profit  that  year. 
Dickinson  Other  early  introduc- 

(left),  from  tions  included  Ellen 
1973  to  1991  ,  Goodman,  who  came  to 
and  Alan  WPWG  in  1976  and  now 

Shearer  has  430  papers;  and 

(above),  1991  William  Raspberry,  who 
to  the  present,  started  in  1 977  and  now 


WPWG  made  its 
name  with  scribes 
such  as  Broder, 
Will,  Goodman 
and  Raspberry 


has  2(X)  clients.  Both  helped  diversify  op¬ 
ed  pages  mostly  populated  by  white 
males. 

Goodman,  Raspberry  and  Will  —  like 
Broder  —  are  all 
Pulitzer  winners.  And 
they,  along  with  several 
others  who  came  to 
WPWG  over  20  years 
ago,  received  Grouper 
Awards  during  a  Sept. 
15  silver  anniversary 
party  at  the  Post  (see 
sidebar). 

While  WPWG  spe¬ 
cializes  in  text  features, 
it  has  also  syndicated  some  cartoons  over 
the  years.  The  most  famous,  of  course, 
was  “Bloom  County.” 

It  entered  syndication  in  1980,  became 
only  the  second  strip  to  win  an  editorial 
cartooning  Pulitzer  in  1987,  and  had  a 
still-growing  list  of  over  1,250  papers 
when  Berkeley  Breathed  pulled  the  plug 
in  1989. 

Breathed  said  at  the  time  that  “a  good 
comic  strip  is  no  more  eternal  than  a  ripe 
melon”  —  meaning  he  didn’t  want  to 
become  one  of  those  cartoonists  who  con¬ 
tinued  doing  a  feature  long  after  it  passed 
its  peak. 

“Losing  ‘Bloom  County’  was  a  blow,” 
recalled  Dickinson.  “It  was  an  awfully 
good  comic  and  —  with  the  syndication, 
licensing  and  books  —  it  represented 
about  half  of  our  profit.  But  even  with  the 
loss,  we  remained  highly  profitable.” 

WPWG’s  most  widely  distributed 
comic  is  now  Wiley  Miller’s  “Non 
Sequitur,”  which  has  built  a  list  of  over 
400  subscribers  since  making  its  debut  in 
1992. 

That  was  a  year  after  Alan  Shearer,  a 
veteran  of  United  Press  International  and 
the  Los  Angeles  Times  Syndicate,  suc¬ 
ceeded  Dickinson  as  editorial 
director/general  manager. 

Dickinson  said  he  loved  his  18  years  at 
WPWG,  but  wanted  to  try  other  things.  He 
became  a  “resident  professional”  teaching 
at  the  William  Allen  White  School  of 
Journalism  and  Ma.ss  Communications  at 
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the  University  of  Kansas  in  Lawrence,  and 
is  currently  in  Bucharest,  Romania,  on  a 
10- week  Knight  International  Press 
Fellowship. 

Speaking  of  other  countries,  one 
WPWG  development  under  Shearer’s 
watch  was  opening  an  international  sales 
office  in  1996.  Indeed,  several  syndicates 
have  increased  their  efforts  abroad  as 
more  foreign  papers  become  willing  to 
buy  U.S.  features  and  fewer  American 
markets  have  competitive  papers  fighting 
for  comics  and  columns. 

Shearer  said  WPWG’s  overseas  busi¬ 
ness  has  approximately  doubled  since 
1996,  with  Newsweek  News  Service  one 
of  the  biggest  sellers. 

With  this  month’s  launch  of  a  column 
by  Geneva  Overholser,  WPWG  now  has 
29  features  —  about  a  fifth  of  the  number 
offered  by  the  biggest  syndicates.  Why 
not  more? 

“We’re  small  enough  to  be  in  contact 
with  our  writers  and  cartoonists  as  much 
as  they  want,” 
said  Shearer,  cit¬ 
ing  one  reason. 

Shearer,  who 
now  heads  a  staff 
of  12,  added  that 
the  syndicate 
spends  a  lot  of 
time  editing  each 
columnist  — 
including  the 
famous  ones  like 
Broder. 

David  Broder  “Every  colum¬ 

nist  worth  his  or 
her  salt  wants  editing,  wants  input,  wants 
help,”  said  Shearer. 

“Good  editors  help  you  make  your 
point  a  helluva  lot  more  clearly  than  you 
can  make  it  on  your  own,”  agreed  Broder, 
who  said  he  feels  “really  blessed”  to  have 
had  his  copy  read  over  the  years  by 
Dickinson,  Shearer  and  longtime  WPWG 
associate  editor  Anna  Karavangelos. 

Shearer  said  he’s  glad  to  be  editing 
columnists  “with  a  track  record  of  jour¬ 
nalism  and  writing.”  Unlike  some  syndi¬ 
cates,  he  explained,  “We’re  not  interested 
in  signing  celebrities  coming  out  of  poli¬ 
tics  or  public  life  who  want  to  start  a  col¬ 
umn.  They’re  the  kind  of  people  we  cover, 
they  may  have  an  agenda  and  few  of  them 
have  the  longevity  of  our  Grouper  Award 
winners.” 

WPWG  (www.postwritersgroup.com) 
also  has  a  different  cyber  policy  than 
many  of  its  competitors.  If  newspapers 


Washington 
Birthday  Party 

The  columnists,  artists  and  staff 
of  the  Washington  Post  Writers 
Group  celebrated  the  syndicate’s 
25th  anniversary  at  a  Sept.  15  recep¬ 
tion  in  the  Washington  Post  build¬ 
ing. 

About  100  people  were  present 
for  an  evening  of  fun,  conviviality 
and  good-natured  boasting.  Post 
publisher  Donald  Graham  joked,  “It 
is  through  the  efforts  of  the 
Washington  Post  Writers  Group  that 
we  owe  the  wonderful  condition  of 
the  country  today.” 

WPWG  editorial  director/general 
manager  Alan  Shearer  acknowl¬ 
edged  all  the  syndicate’s  creators 
and  staff,  and  praised  them  for  the 
“quality”  of  their  work. 

Post  vice  president  at  large  Ben 
Bradlee  facetiously  told  of 
WPWG’s  origins.  He  said  the  idea 
to  syndicate  came  as  a  way  to  avoid 
giving  David  Broder  a  raise.  By 
selling  his  columns,  he  explained, 
“We  pay  him  more  and  then  split  the 
more  with  ourselves.  This  is  when  I 
got  the  reputation  as  a  brilliant  busi¬ 
nessman.” 

Bradlee  recalled  some  “hiccups” 


run  a  WPWG  feature  in  print,  they  can 
also  put  it  on  their  Web  sites  for  no  extra 
charge. 

Shearer  noted  that  things  may  change 
in  the  future,  but  many  newspapers’  sites 


Post  Hosts 
for  Syndicate 

along  the  way  as  WPWG  grew.  One 
was  a  comic  strip  called  “Dupont 
Circle”  that  he  launched  and  co¬ 
wrote  with  Larry  Stem.  “It  was  an 
instant  and  consistent  failure,”  he 
said,  so  much  so  that  he  cannot  find 
any  person  who  remembers  the 
artist. 

Following  Bradlee’s  address. 
Grouper  Awards  were  given  to  the 
writers  who  have  been  with  WPWG 
20  years  or  more:  Broder  (since 
1973),  Ellen  Goodman  (1976),  Neal 
Peirce  (1978),  Jane  Bryant  Quinn 
(1974),  William  Raspberry  (1977), 
George  Will  (1974)  and  the 
Washington  Post  Book  World 
(1974). 

Broder  got  a  special  three-tier 
trophy  “for  25  years  of  never  miss¬ 
ing  a  deadline,”  said  Shearer. 

The  trophies  were  of  a  fish  —  a 
gold  grouper,  poised  on  its  tail, 
mouth  agape.  “This  is  the  ugliest 
thing  I’ve  ever  seen,”  remarked  a 
smiling  Broder.  “I  thank  God 
nobody  ever  gave  anything  like  that 
to  the  president  of  the  United  States. 
No  telling  what  he  would  have  done 
with  it.”  —  Kelvin  Childs 


are  still  not  very  profitable  today. 

“We  don’t  need  the  extra  dollars,”  he 
said. 

But  Broder’s  children  did.  25  years  ago, 
and  a  syndicate  was  bom. 


NET  SITINGS 

T  JT ow  can  your  readers  keep  up  with  hundreds  of  thousands  of  Web 
M  M  sites  on  the  Internet?  What  sites  are  worth  surfing  and  which 
ones  are  real  wipeouts?  Charlyn  Fargo  and  Jim  Trageser  take  on  this  task 
weekly  with  "Net  Sitings."  This  exciting  new  column  is  chock-full  of 
cyber  stuff.  Informative,  entertaining  and  always  different. 

COPLEY 

CALL  1-800-238-6196  TODAY.  HOWS  SOfVICG 
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Canadians  also  adding 
color  capacity 


E&P 


by  Jim  Rosenberg 
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BIG,  BUT  NOT  BIG  ENOUGH 

With  six  parallel,  12-unit  Colorman 
presses,  each  with  multiple  four-color 
satellite  base  units,  the  Toronto  Star  not 
only  is  loaded  with  color  capacity,  but  also 
prints  the  tightly  registered  four-color 
work  for  which  the  common-impression 
design  is  favored. 

But  color  sells,  and  the  300  couples  of 
MAN  Roland’s  top-of-the-line  newspaper 
web  press  just  aren’t  enough  anymore.  So, 
five  years  after  the  its  state-of-the-art  plant 
in  suburban  Vaughn  commenced  opera¬ 
tions,  the  Star  began  looking  at  ways  to 
not  only  add  color  capacity,  but  also 
increase  its  flexibility  to  offer  color  where 
advertisers  want  it. 

A  dedicated  press  to  handle  increasing 
color  volume  was  considered,  according 
to  assistant  production  director  Dean 
Zavarise.  But  the  decision  was  eventually 
made  to  add  10  couples  to  each  of  the 
existing  presses,  he  said,  when  the  only 
other  option  was  replacement  of  some 
common-impression  units  with  blanket- 
to-blanket  towers.  Though  four-high  tow¬ 
ers  would  have  added  page  and  color 
capacity,  Zavarise  said,  management 
thought  it  wiser  not  to  mix  the  two  designs 
for  achieving  offset  impression. 

Citing  the  satellites’  superior  four-color 

registration,  he  said  the  Colorman  delivers  Toronto  Star’s  original  Colorman  configuration  (top)  and  expansion,  showing  4/1 
the  quality  the  Star  sought  and,  after  expe-  4/4  igg^jg 

riencing  many  problems  typical  at  start- 


Demand  for  color  has  Canadian  pub¬ 
lishers  upgrading  and  adding  to 
presses  in  much  the  same  manner 
as  their  U.S.  counterparts  —  with  new 
four-color  towers  and  rebuilt  equipment. 

Unlike  expansions  in  the  U.S.,  howev¬ 
er,  Canada’s  bigge.st  daily  will  stack  more 
print  couples  in  a  relatively  new  and  large 
four-color  pressroom,  while  another 
metro  daily  replaces  its  letterpress  with  a 
combination  of  new-generation  towers 
and  older  offset  units  retrofitted  with  new 
technology. 

Presses  from  different  manufacturers  at 
the  two  papers  will  be  equipped  with  con¬ 
trols  from  the  same  supplier. 


up,  is  seeing  productivity  that  “meets 
expectations.” 

“We  were  beginning  to  sell  out  of  color 
on  particular  days  of  the  week,”  Zavarise 
said,  citing  especially  heavy  interest  in  the 
Saturday  edition,  typically  a  large  paper 
comparable  to  a  U.S.  Sunday  edition.  The 
Star  circulates  more  than  450,000  week¬ 
day  copies  and  just  under  700,000  on 
Saturdays. 

“Even  though  we  were  one  of  the  more 
colorized  newspapers  in  North  America, 
certainly  in  Canada,”  said  Zavarise,  “we 
were  being  restricted”  in  color  availability 
and  positioning. 

After  the  advertising  department  came 
up  with  projections  on  growth  of  demand 
for  color,  he  continued,  management  de¬ 
termined  there  “would  be  a  satisfactory 
level  of  payback”  from  a  press  expansion. 

The  project  will  be  undertaken  in  four 
phases,  with  two  print  units  decommis¬ 
sioned  on  each  press  during  each  phase, 
leaving  four  units  (5,  6,  7  and  8)  un¬ 
changed.  Zavarise  explained  that  the  five 
couples  in  position  1  will  grow  to  six,  the 
three  in  position  2  will  grow  to  four,  and 


“We  were  beginning  to 
sell  out  of  color  . . . 
even  though  we  were 
one  of  the  more 
colorized  newspapers 
in  North  America” 

“basically  the  rest  of  the  press  will  be 
made  up  in  pairs  to  mimic  those  two.” 

Following  what  Zavarise  characterized 
as  a  significant  amount  of  preinstallation 
work  (including  that  for  Harland  Simon 
press  controls)  conducted  during  daytime 
hours,  phase  one  will  begin  next  June  and 
last  nine  weeks.  Phase  two  then  adds  three 
more  weeks  before  work  is  suspended 
through  the  end  of  the  peak  season.  The 
project  resumes  for  12  more  weeks  in  two 
more  phases  in  January  of  2000.  Installers, 
said  Zavarise,  will  work  “virtually  around 


the  clock,  seven  days  a  week.” 

Upon  completion,  said  Zavarise,  the 
Star  will  be  able  to  print  96  pages,  half  of 
them  sporting  process  color:  either  run¬ 
ning  12  four-over-one  leads  or  six  four- 
over-four  webs  (full  color  on  both  sides) 
plus  six  black-only  leads. 

SHAFTLESS  METROLINER 

From  a  U.S.  company’s  English  facto¬ 
ry,  equipment  that  now  prints  a 
Norwegian  daily  will  be  upgraded,  refur¬ 
bished  and  reconfigured  by  two  British 
companies  for  an  English-language  daily 
in  French-speaking  Canada. 

Like  other  upgrades,  this  one  includes 
the  addition  of  new  color  towers.  Unlike 
the  others,  however,  it’s  a  letterpress 
replacement,  and  one  that  largely  relies  on 
older-generation  equipment  that  will  be 
converted  to  shaftless  drives. 

Printing  Press  Services  International, 
Preston,  England,  will  refurbish  and 
install  at  Southam’s  Montreal  Gazette 
Goss  Metroliner  presses  to  be  removed 
from  Oslo’s  Aftenposten,  along  with  four- 
color  towers  developed  by  PPSI. 


Nowyou  can  zone  your  newspaper  editions  in 
less  time  and  virtually  never  stop  the  presses 
for  page  changes.  Since  early  1997,  on  edition 
experience  with  the  totally  shaftless  WIFAG 
OF  370  Page  Changing  Unit  press  proves  how 
capital  expenditure  and  operation  costs  are 
reduced.  Add  up-to-the-minute  news  without 
losing  a  second  of  productivity.  Start  improv¬ 
ing  productivity  and  profitability  now. 


Run  your  presses  non-stop, 
and  drive  production  and 
readership  to  higher  levels 
with  the  WIFAG  OF  B70  Page 
Changing  Unit  press._ 


Don't  Stop  the  Press! 


WIFAG 

VHFAG  PRESS  COMPANY,  640  Gunby  Road,  Marietta,  Ga  30067 
Contact:  joe  Ondras,  Phone  770-850  8511  -  Fax  770-850  8550 
WIFAG  AG,  3001  Beme  (Switzeriand)  -  Phone  -t-41-31-339  33  33  -  Fax  4-41-31-339  36  66 
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When  the  change  from  letterpress  is 
complete,  according  to  Gazette  manufac¬ 
turing  vice  president  John  Laurin.  the 
paper  will  have  12  Metroliner  footprints 
(consisting  of  22  color  and  mono  units, 
some  already  stacked)  in  two  press  lines, 
each  with  two  four-over-four  towers  from 
PPSI  —  for  a  total  of  42  printing  couples, 
with  eight  footprints  per  press. 

Installation  is  targeted  for  early  spring 
of  2{)(X),  with  completion  in  six  months. 

PPSI  will  replace  all  Metroliner  inkers 
with  its  own  inking  system,  similar  to  the 
one  it  perfected  on  refurbished  presses  it 
sold  to  the  Gazette's  sister  paper,  the 
Ottawa  Citizen  (E&P,  April  27,  1996)  and 
has  installed  in  other  newspaper  press¬ 
rooms  since.  Versions  of  the  inkers  for 
printing  one,  two  or  four  colors  allow  ink 
presetting,  automatic  color  changes,  and 
computerized  ink  desk  controls. 

In  a  separate  contract,  Harland  Simon 
Ltd.,  Milton  Keynes,  England,  and  Oak 
Brook,  III.  (H.S.  Technology  Inc.),  will 
supply  the  paper's  extensive  press-control 
and  computer  systems.  The  Prima  MS 
press-management  system  includes  mod- 


Refurbished  Metroliners 
from  Norway  and 
four-color  towers  made  in 
the  U.K.  will  be  outfitted 
with  shaftless  drives 

ules  for  production  planning  and  monitor¬ 
ing,  impositioning  and  presetting.  Printing 
will  be  controlled  from  four  remote  Prima 
40()0  consoles. 

Harland  Simon  and  PPSI  will  equip  the 
presses  for  shaftless  operation  using  drives 
from  an  as-yet-unsigned  manufacturer, 
though  two  sources  said  the  Indramat 
division  of  Rexroth  Corp.,  Hoffman 
Estates,  Ill.,  seems  the  likely  choice. 

CONTROLS  SUPPLIER 

Harland  Simon  Ltd.  is  the  successor  to 
Harland  Simon  Control  Systems  Ltd.,  one 
of  about  20,  mostly  small  companies  with¬ 
in  Harland  Simon  Group  PLC,  which  went 


into  receivership  in  1992.  Its  control  sys¬ 
tems  division  (“really  the  core  company 
—  always  had  been,”  said  technical  sales 
manager  and  marketing  chief  Werner 
Peterlechner),  was  bought  from  the 
receivers  by  the  group's  former  chairman 
and  two  managers.  It  recently  set  up  a  U.S. 
affiliate,  H.S.  Technology,  near  its  first 
big  U.S.  customer,  the  Chicago  Sun-Times. 

The  old  group's  U.S.  post-press  soft¬ 
ware  and  automated  guided  vehicle  affili¬ 
ate  continued  independently  as  Prima 
Systems  until  the  software  side  of  the 
business  was  sold  to  AM  Graphics,  which 
was  later  acquired  by  Heidelberg.  (The 
Toronto  Star  was  a  major  early  Prima  cus¬ 
tomer.)  The  Harland  Crosfield  register 
controls  business  was  acquired  by  anoth¬ 
er  U.K.  group  and  became  PressTech. 

Harland  Simon  is  introducing  an  intra¬ 
net  extension  to  Prima.  An  intranet  server 
began  operating  at  Mirror  Color  Print  fol¬ 
lowing  an  upgrade  of  its  Prima  MS  plat¬ 
form  to  Windows  NT.  Linking  Mirror 
Color's  London  headquarters  and  two 
U.K.  print  sites,  it  provides  current  and 
historic  performance  data  on  21  presses. 


IMTEGRATED  SALES  AUTOMATION 


Media  Marketing,  Inc. 
Boulder,  CO 
303.440.7855 
www.lmMEDIAteSFA.com 


$40,000  a  year  in  excess  radio 
advertising  by  using  imMEDIAte. 


She  converted  every  penny  to  beefing  up  the  account’s 
newspaper  program — these  days  you  wouldn’t  want  to  be  a 
broadcast  rep  in  her  territory!  imMEDIAte™  is  a  marketing 
encyclopedia,  campaign  planner,  ad  proposal  generator,  tool  for 
selling  creative  ads,  competitive  selling  system,  order  generator, 
and  contact  and  opportunity  management  system — in  a  single, 
integrated  solution.  ,  ■  -c  ■ 
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Dauphin  brings 
color  to  Florence 

Dauphin  Graphic  Machines  Inc., 
Elizabethville,  Pa.,  sold  a  16-unit  DGM 
850  press  line  to  Thomson  Newspapers’ 
Florence  (S.C.)  Morning  News,  bringing 
capacity  up  to  64  pages,  with  color 
throughout,  from  the  40  pages  of  the  press 
it  replaces.  Printing  on  the  850  is  expect¬ 
ed  to  start  about  mid-October. 

Dauphin  also  will  install  in  November  a 
14-unit  DGM  430  press  and  DGM  1030 
folder  at  Ed-Web  Printers,  Edmonton, 
Alberta,  which  specializes  in  flyers, 
inserts,  newspapers,  magazines,  digest 
catalogs  and  directories. 

Wifag  looks  to 
keyless  start-up 

Wifag,  Berne,  Switzerland,  said  its 
third  OF  570  with  “ultrashort”  keyless 
inker  should  begin  production  this  fall  at 
Le  Monde,  Paris.  The  two  shaftless  add-on 
towers  were  installed  between  two  con¬ 
ventional  Wifag  OF  7  presses. 

Wifag  says  its  short  ink  train  and 
pagewide  ink  troughs  hasten  color  start-up 
and  wash-up  for  efficient  multiedition 
printing,  and  that  its  large  forme  rollers 
and  rounded,  swinging  doctoring  bar  pre¬ 
vent  ghosting. 

Sun  Chemical 
soaks  up 
Heritage  Inks 

Sun  Chemical  Corp.,  Fort  Lee,  N.J., 
acquired  Heritage  Inks  International,  Edi¬ 
son,  N.J.,  successor  to  Huber  Corp.’s 
Printing  Ink  Div.  A  relatively  small  sup¬ 
plier  of  news  inks.  Heritage  competed 
with  Sun  Chemical’s  US  Ink  division,  cre¬ 
ated  several  years  ago  after  Sun  Chemi¬ 
cal’s  acquisition  of  U.S.  Printing  Ink. 

Esprit  in 

Pittsburgh, 

Chicago 

Harland  Simon  Ltd.,  Milton  Keynes, 
England,  sold  its  Prima  Esprit  automatic 
press  layout  system  to  the  Pittsburgh  Post- 
Gazette,  the  first  U.S.  daily  to  order  the 


^  impositioning  system  on  a  stand-alone 
j  basis.  (Esprit  will  be  part  of  the  press  con- 
j  trol  system  ordered  by  the  Chicago  Sun- 
I  Times.)  For  any  given  layout.  Esprit 
!  defines  how  the  newspaper  can  be  printed 
on  the  press,  displaying  optimum  web 
1  leads  and  plate  maps  and  highlighting 


available  options.  Configurable  weighting 
capability  allows  determination  of  pre¬ 
ferred  production  layouts.  Harland  Simon 
said  Esprit  is  especially  suited  for  the 
Post-Gazette's  various  editions  and  the 
many  possible  ways  of  printing  a  given 
product  on  its  presses. 
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DOW  JONES 

LARRY  HOFFMAN  was  named  Wall 
Street  Journal  production  director,  with 
responsibility  for  printing  operations  at  all 
17  Dow  Jones  &  Co.  plants.  The  former 
production  vice  president  for  Dow  Jones’ 
Ottaway  Newspapers  group  succeeds  18- 


year  Journal  production  director  BILL 
HARMER,  who  was  named  director  of 
production  planning  and  operations  sup¬ 
port.  Harmer  is  now  in  charge  of  planning, 
scheduling  and  coordinating  the  imple¬ 
mentation  of  capital-equipment  projects 
for  the  plants. 


DYC/Kinyo  Delivers 
Superior  Quality 
PiiUBiiQ  Blankets 
to  the  Newspaper 

Indusiry 

■  Resistant  to  smashes 

and  web  wraps 

■  Achieve  better 

print  quality 

■  Excellent  solid  coverage/ 
dot  reproduction 

■  Consistent  gauge  control 
±  .0008” 

■  Reduced  operating  costs 

■  Longer  blanket  life 

■  Closed  cell 
compressible  layer 


Glenpointe  Centre  West 

500  Frank  W.  Burr  Blvd. 
Teaneck,NJ  07666 
(800)446-8240  Fax;  (757)  486-5689 
E-Mail;  gd@d-y-c-com 


COPLEY  PRESS 

At  the  San  Diego  Union-Tribune,  press¬ 
room  and  post-press  manager  JOHN 
WALKER  was  promoted  to  manufactur¬ 
ing  director,  and  production  director 
JERRY  THOMAS  was  promoted  to  pro¬ 
cessing  director. 

THOMSON  NEWSPAPERS 

CHARLIE  GIBSON  moved  from 
Thomson’s  Key  West  (Fla.)  Citizen  to  the 
same  group’s  Dothan  (Ala.)  Eagle  where, 
as  production  manager,  he  is  responsible 
for  all  printing  and  packaging. 

CALKINS  NEWSPAPERS 

TODDJ.  WARNER  was  promoted 
from  production  manager  to  operations 
director  at  the  Bucks  County  Courier 
Times,  Levittown,  Pa.  A  Bucks  County 
native  who  has  been  with  the  paper  for  10 
years,  Warner  earlier  served  as  systems 
manager  and,  before  that,  worked  in  cir¬ 
culation  administration. 

In  his  new  position  he  is  responsible  for 
computer  systems,  facilities  management 
and  the  prepress,  press  and  post-press 
departments.  Warner  will  focus  on  bring¬ 
ing  the  paper’s  five-year  pagination  plan 
to  completion,  installing  a  new  editorial 
front  end  and  maximizing  existing  pro¬ 
duction  resources.  Warner  replaced 
JOHN  R.  DONNELLY,  who  took  a  posi¬ 
tion  at  the  Miami  Herald. 

TKS 

TERRY  BETTS,  veteran  of  newspa¬ 
per  pressrooms  in  Sacramento,  Dallas 
and,  most  recently,  Columbus,  Ohio, 
joined  TKS  (USA)  Inc.,  Richardson, 
Texas,  as  its  technical  service  manager. 

INLAND  NEWSPAPER  MACHINERY 

RHEINHOLD  A.  ECKELHOEFER 

was  appointed  technical  service  director,  a 
new  position,  at  Inland  Newspaper 
Machinery  Corp.,  Lenexa,  Kan.,  where  he 
is  responsible  for  project  management  for 
all  engineering,  including  press  compo¬ 
nent  modification,  press  reconfigurations, 
component  development  and  enhance¬ 
ment,  as  well  as  technical  sales  and  mar¬ 
keting  support.  Eckelhoefer’s  more  than 
25  years  in  engineering,  production,  sales, 
marketing  and  general  management  at 
North  American  and  European  companies 
includes  positions  with  Rockwell  Graphic 
Systems  and  R.R.  Donnelley. 
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Hackers 

Continued  from  page  14  \ 

intruder  can  enter.  The  same  features  that  ; 
allow  centrally  or  remotely  located  techni-  ; 
cians  to  oversee  a  system  are  the  exact  ' 
ones  hackers  go  after,”  said  Meyer.  i 

Adam  Gaffin,  online  editor  at  Network 
World  magazine,  said  hackers  use  a  vari-  | 
ety  of  ways  to  violate  a  Web  site. 

Gaffin  described  a  hypothetical  break-  ^ 
in:  “A  cracker  somehow  gets  a  hold  of  a 
login  and  password  for  a  site,  then  goes  in  ' 
and  uploads  pornographic  or  political 
pages  over  the  site’s  existing  content.  How 
did  he  get  the  login?  That’s  easy  enough: 
Just  go  through  a  newspaper’s  staff  direc¬ 
tory  and  keep  trying.  But  what  about  the 
password?  If  somebody  with  access  to  the 
site  has  a  password  that  consists  of  an 
English  word  or  name,  that  login  is  a 
potential  hole.  Crackers  can  use  a  program 
to  sniff  out  such  passwords.” 

Bernard  Gwertzman,  editor  of  the  Times 
Web  site,  said  he  discovered  the  intrusion 
early  Sunday  morning,  when  he  accessed 
the  site,  “and  I  immediately  got  the  bad 
page.  It  must  have  been  that  they  just  put  it 
in  there  about  the  time  I  went  to  the  site.” 

For  the  next  couple  of  hours, 
Gwertzman  and  Rich  Meislin,  editor  in 
chief  of  the  New  York  Times  Electronic 
Media  Co.,  played  a  “cat-and-mouse” 
game  with  the  hackers.  The  site  kept 
going  up,  and  the  hackers  kept  reposting 
their  page. 

“We  decided  that  was  silly  and  had  to 
get  to  the  root  of  the  problem,” 
Gwertzman  said.  “So  we  took  the  whole 
thing  down.  It  then  was  a  question  of 
going  through  to  see  where  the  damage 
was,  isolating  the  damage.  You  have  to  be 
careful.  We  didn’t  want  to  go  up  and  be 
smacked  again.” 

The  hackers  also  buried  negative  com¬ 
ments  within  the  source  code,  the  written 
computer  instructions  that  created  the 
replacement  page. 

The  Times  called  the  FBI,  which  is 
investigating. 

“This  is  the  equivalent  of  somebody 
blowing  up  a  press,”  said  Gwertzman.  “A 
lot  of  people.  I’m  sure,  were  planning  to 
read  our  coverage  of  the  Starr  report  and 
were  deprived  of  it.” 

The  site  may  have  been  a  hacking  target 
back  on  Election  Day  in  November  1996, 
Gwertzman  said.  “We  think  there  were 
people  trying  to,  where  they  repeatedly 
use  a  program  that  hits  the  site,  so  that  it 
makes  it  impossible  to  access  the  site.” 

While  newspapers  have  every  reason  to 
downplay  their  vulnerability,  the  Times  is 


not  alone.  Earlier  this  year,  a  17-year-old 
was  arrested  and  charged  with  hacking  the 
Bozeman  (Mont.)  Daily  Chronicle's  com¬ 
puter  system,  destroying  files,  and  creat¬ 
ing  a  hacked  Web  page  that  included  a 
moving  skeletal  hand.  It  occurred  Jan.  12, 
as  the  newspaper  was  preparing  to  move 
to  new  offices,  and  caused  about  $2,(K)0  in 
damage,  mostly  from  a  malicious  program 
that  erased  files.  It  erased  hundreds  of 
Web  sites  the  newspaper  had  designed  for 
other  businesses,  and  claimed  about  one- 
third  of  all  Web  pages,  though  many  files 
were  restored  from  backups  within  a  day. 

David  Gipp,  the  newspaper’s  online 
editor,  said  during  the  move  a  reporter 
took  a  call  from  a  pierson  who  had  seen  the 
Web  site.  “We  pulled  the  network  connec¬ 
tion  and  we  were  on  the  server  ourselves 
to  see  what  else  was  done.  About  a  half- 
hour  later,  our  Web  pages  started  disap¬ 
pearing.  ...  At  that  point,  I  realized  they 
had  a  worm  program  running,”  said  Gipp. 

Shop  Talk 

Continued  from  page  70 
and  conversation.  “Sounds  like  a  tor-men¬ 
tor.” 

Lynn  Silverstein,  a  former  copy  editor 
in  Hartford,  Conn.,  had  a  tormentor  men¬ 
tor.  While  she  worked  on  the  sports  copy 
desk,  the  sports  editor  talked  about  mak¬ 
ing  her  his  mentee  and  grooming  her  to  be 
a  sports  editor.  After  a  few  weeks  of 
“grooming,”  he  dropped  the  critiques  and 
lessons  and  went  back  to  screaming  at 
people  in  the  newsroom,  including 
Silverstein.  Today,  she  says  he  continued 
to  influence  her  life:  He  was  one  of  the 
reasons  she  left  to  go  to  graduate  school. 
When  she  finishes  her  doctorate,  she’ll  be 
in  a  classroom  rather  than  a  newsroom. 

An  article  in  Training  &  Development 
magazine  likens  career  mentoring  with  the 
bluebird.  Bluebirds,  who  mentor  with  brav¬ 
ery  and  balance,  care  for  their  offspring  in 
i  the  same  way  that  mentors  should  relate  to 
their  proteges.  So  what  happens  when  you 
get  a  bluebird  who  decides  they’re  going  to 
leave  the  baby  bluebirds,  ditch  all  the  other 
bluebirds,  and  go  hang  with  the  birds  of 
prey?  What  happens  when  your  bluebird 
becomes  a  buzzard? 

You  handle  your  disenchantment  alone, 
says  Evelyn  Lampert,  a  counselor  in 
Richmond  who  specializes  in  workplace 
issues.  Having  a  mentor  is  a  privilege 
rather  than  an  entitlement,  and  being 
abandoned  by  a  role  model  is  not  a  viola- 
'  tion  of  workplace  rules  and  regulations. 
You  can’t  make  a  formal  complaint  with 


human  resources.  Dealing  with  your  dis¬ 
appointment  becomes  an  isolating  experi¬ 
ence  at  work. 

I  was  more  than  disappointed.  1  could 
understand  switching  publications,  but 
switching  careers?  Sure,  the  stock  market 
was  rising  to  astronomical  heights  and 
beckoned  with  its  easy  money.  But  some¬ 
one  that  good  isn’t  supposed  to  leave  jour¬ 
nalism  —  not  with  another  thirty  or  so  years 
of  a  promising  future.  As  for  my  future,  it 
was  uncertain.  1  felt  abandoned,  left  without 
a  guide  or  a  map,  in  a  world  still  new  to  me. 
But  what  turned  this  event  from  merely  sad 
to  completely  disillusioning  was  the  way  he 
acted  afterward.  His  attitude  toward  jour¬ 
nalism  had  changed.  He  disparaged  the 
field  —  it  was  low-paying,  filled  with 
idiots,  a  waste  of  time  and  energy.  This  was 
a  hard  attitude  shift  to  accept  for  someone 
who  believed  that  true  journalists  can’t 
leave.  The  ink  is  in  the  blood. 

The  next  few  times  I  saw  him,  he  talked 
about  how  bad  some  of  the  publications  I 
worked  for  were.  He  said  he  was  so  happy 
to  have  left  journalism,  and  felt  challenged 
in  his  new,  wonderful  career.  “Journalists 
think  they  work  hard.”  he  told  me  once. 
“They  know  nothing  of  hard  work.  People 
in  the  financial  world  work  hard  —  that’s 
the  reason  we  make  more  money.” 

Although  many  of  my  mentor’s  lessons 
stay  with  me,  I  refuse  to  believe  that  jour¬ 
nalists  don’t  work  hard.  Good  journalists 
work  very  hard  to  get  the  stories  that  need 
telling  in  a  community,  that  bring  about 
changes.  And  journalists  who  take  the 
extra  step  in  mentoring  newcomers  work 
especially  hard,  instilling  not  only  knowl¬ 
edge  and  skills,  but  values  as  well.  The 
value  in  serving  the  community  rather 
than  oneself  is  the  ultimate  lesson  a  men¬ 
tor  can  teach. 

I  thought  I  knew  what  made  a  good 
mentor.  A  good  mentor  showed  you  how 
to  navigate  the  newsroom,  pushed  you  to 
your  limits,  gave  you  your  big  breaks.  A 
good  mentor  got  your  name  on  the  cover 
of  the  paper.  But  now  1  know  that  being  a 
good  mentor  requires  more.  A  good  men¬ 
tor  understands  the  responsibilities  of  the 
job  —  from  training  the  next  generation  of 
reporters  to  instilling  a  sense  of  service  for 
others  rather  than  themselves.  Good  jour¬ 
nalism  mentors  teach  that  journalists  have 
responsibilities  in  both  the  newsroom  and 
the  community,  and  that  some  stories  need 
to  be  told  . . .  even  this  one. 


Masterson  is  a  master’s  degree 
student  in  the  E.W.  Scripps  School  of 
Journalism  at  Ohio  University. 
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FEATURES 

AVAILABLE 


ASTROLOGY 


HUMOR 


PUZZLES 


AGING 


“DEAR  ABBY”  style  column  targeting 
baby  boomers  and  their  parents  offer¬ 
ing  vital  information  and  creative  solu¬ 
tions  for  commonly  encountered  age- 
related  concerns.  “The  Best  Years”  - 
Free  samples  -  Low  rates.  (973)  729- 
431 1  ext.  21  or  visit  our  website  at 
hltp://www.best-yea  rs.com 


I  ASTROLOGY  EVERYDAY 
<  Daily  horoscopes  designed  to  integrate 
seemlessly  into  your  newspaper  web 
site.  We  do  all  tne  work  and  its  FREE! 

!  Call  Boldly  Interactive  (206)  654-7919 
j  or  E-mail:  sales@boldly.com 


Weekly  -  Monthly  -  Camera  Ready 
Time  Data  Synd.  (800)  322-5101 
E-mail:  star2020@time-data.com 

AUTOMOTIVE 


CARTOONS 


Experts  under  the  age  of  10  agree: 

Your  Newspaper  Is 

BORING 


Night  Lights  &  Pillow  Rghts: 

The  new  feature  from 
Reuben- Awaid-Winning  Dlustiator 
Guy  Cilduist  padcages  interactive 
games,  fun  &ts  and  illustrated 
verse  into  a  cohesive  unit  kids  love. 


Call  888-822-8398  for  a  free  sample. 


CAR  FEATURES  are  our  business:  Col¬ 
umns  available  on  road  tests,  car  care, 
auto  trivia/history.  (810)  573-2755. 

CREDIT  CARDS 


“DEBTSMART”  is  a  weekly  column 
dedicated  to  showing  your  readers 
how  to  save  thousands  of  dollars  in 
interest  charges  on  their  credit  cards 
and  loans. 

Press  One  Publishing  (888)  775-4410 
http:/ /www.dmtSmart.com 

ENTERTAINMENT 

"Hollywood  Behind  the  Scenes”: 
Hook  readers  with  insider's  view  of  what 
stars  are  really  doing. 

Samples  and  rates,  (800)  959-9977 

HEALTH  &  FITNESS 

I  ARTICLES,  FILLERS,  graphics  and 
I  photos  all  inclusive.  Established  Stand- 
]  Alone/Monthly  health  &  fitness  news- 
;  paper  alsa  available  -  protected  ter¬ 
ritories.  FREE  marketing  and  technical 
support  provided.  FREE  SAMPLES. 
Unlimited  use.  Low  Rates. 

(800)  639-5484 
NEW  UVING  NEWS  SERVICE 


DON'T  LAUGH,  YOU'RE  NEXT 
The  Washington  Wit  &  Humor  of 
Russell  Warren  Howe 
Any  publisher,  editor  or  radio  station 
manager  considering  running  a  humor 
column  or  commentary  may  receive  a 
free  copy  from  Mr.  Howe  of  this  selec¬ 
tion  of  64  op-eds  and  radio  pieces. 

(202)  337-1560  FAX  (202)  625-1999 

MOVIE  REVIEWS 

MINI  REVIEWS.  Essential  information 
for  moviegoers.  Camera  ready.  Star 
photos.  Graphic,  provocative  rating 
system.  Cineman  Syndicate,  P.O.  Box 
4433,  Middletown,  NY  1 0941 ; 

(914)  692-4572  Fax  (9 1 4)  692-83 1 1 


I  BRAINSQUEEZE 

i  The  ultimate  Word  Puzzle  producers 

FREE  packet  with  sample  puzzles 
1  (409)  295-5794 

1  Fax  (409)  295-9624 

I  P.O.  Box  1 972,  Huntsville,  TX  77342 

CANYOUHACKEH? 

1  Variety  Puzzles  Since  1 98 1 

I  Free  Samples  -  Wide  Appeal 
I  (877)  201 -7630  Toll  Free 

I  PUZZLE  FEATURES  SYNDICATE 

j  The  Finest  In  Crossword  Puzzles 

Call  (800)  292-4308/(909)  766-76 1 7 


PHOTOS 


NEWSMAKERS  PHOTO  SERVICE 
Online  photo  resource  for  news, 
feature,  sports  and  travel  pictures. 

WWW.  newsmakers .  net 


REUGION  NEWS 


FOR  AN  established  source  of  religion 
news  that  fits  your  audience  and  your 
budget,  turn  to  EP  News.  For  more 
information  and  a  free  sample,  call 

(800)  257-4972 


E&P*s  Classified 


The  newspaper  industry's 
meeting  place.  (212)  675*4380 


ANNOUNCEMENTS 

ARCHIVES  WANTED 

MORGUES  WANTED -pre- 1975  press 
and  wire  photographs  and  hard  copy 
newspapers,  bound  or  unbound,  1 8tn 
century  through  t960's  purchased. 
Make  space  and  generate  funds.  Col¬ 
lector,  dealer  and  museum  consultant. 
Call  Eric  Caren  at  Caren  Archives, 
(914)  248-8038  ar 
E-mail:  eccaren@prc)digy.net 


BUSINESS  OPPORTUNITIES 


OWN  YOUR  own  advertising  (direct 
mail)  business.  Minimal  investment. 

Dave  Boyer  (800)  305-4985 


NEWSPAPER  APPRAISERS 


NEWSPAPER  APPRAISERS 


'98  Annual  Market  Valuations 
KAMEN  &  CO.  GROUP  SERVICES 
(516)  868-8860 
(727)786-5930 


APPRAISALS/BROKERAGE 
Call  Dick  Briggs  (864)  457-3846 
RICHARD  BRIGGS  &  ASSOCIATES 
Box  579 

Landrum,  SC  29356. 


THOMAS  C.  BOLITHO 
Newspaper  Appraisals 
Professional  and  complete 

(580)  421-9600 


NEWSPAPER  BROKERS 


Thousands  of  Papers  Sold.... 

We  have  sold  thousands  of  publishing  companies  since  1923 
Please  call  to  discuss  your  options  In  a  sale. 

Bolitho-Cribb 
&  Associates 

Publication  Brokerage  A 

Appraisals  since  1923 

406-586-6621 

Fax  406-586-6774 


Confidential  Appraisal  for 

Estate,  ESOP,  Partners, 
Bank,  Tax,  Stock,  Assets  , 

For  a  listing  of 
publications  for  sale,  go  to 
www.cribb.com 


John  T.  Cribb  104  E.  Main,  Suite  402,  Bozeman,  MT  59715  emaii;Jcrlbb(§>imt.net 


NEWSPAPER  BROKERS 

NEWSPAPER  BROKERS 

700Sold-Est.  1959 

W.B.  GRIMES  &  COMPANY 

2421 2  Muscari  Court 
Gaithersburg,  MD  20882 

Larry  Grimes-Pres.  (301 )  253-501 6 
Wren  Barnett,  South  (828)  698-002  T 
Stephen  Klinger,  SWest/West 
(505)  524-0122 

C.  BERKY  &  ASSOCIATES,  INC. 
Consultants  •  Appraisals  •  Brokers 
(561)368-4352 

1 23  NW  13th  St.,  Suite  21 4-7 

Boca  Ratan,  FL  33432 

CASH  OUT.  Merger/ Acquisition.  Joint 
Venture.  Capitalization.  Restructuring. 
Reorganization.  JMPC.  Est.  1983, 
(614)  889-9747.  www.jmpc.net 

BILL  MAHHEW  COMPANY  conducts 
arofessional,  confidential  negotiations 
or  sale  and  purchase  of  highest  qual- 
ty  daily  and  weekly  newspapers  in  the 
country.  Before  you  consider  sale  or 
purchase  of  a  property,  you  should  call 
(813)733-8053 

or  write  Box  3129,  Clearwater  Beach, 

FL  33767.  No  obligation  of  course. 

DORAAAN  E.  CORDELL 

Specialty  Enterprises,  Inc. 

1 3240  Peyton  Drive 

Dallas,  TX  75240 
(972)  960-0096 

MEDIA  AMERICA  BROKERS 

Lenox  Towers,  Suite  1 000 

3390  Peachtree  Rd.  NE 

Atlanta,  GA  30326 
(404)  364-6554  Fax  (404)  364-6533 
Lon  W.  Williams 

NEWSPAPER  BROKERS 

Leader  in  Sale 
of  Community  U..  ^  11 
Newspapers  dJ 

Check  our  References 

(214)265-9300  Ted  Rickenbacher 

Rickenbacher  Media 

6731  Dcsco  Dr.,  Dalla.s.  TX  75225 

MEL  HODELL  NEWSPAPER  BROKER 
5196  Benito,  Montclair,  CA  91 763 
(909)626-6440  Fax  (909)  624-8852 

MICHAEL  D.  LINDSEY 
Experienced  -  Canfidential 
6645-5  Redmont  CrI,  Mesa,  AZ  85215 
(602)  807-7791  FAX  (602)  807-7795 
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NEWSPAPER  BROKERS 

PHIIJJPS  PROPERTIES,  INC. 
Consultants-Investmenk 
Management-  Brakers 
P.O.Box  21 9 
Baker,  FL  32531 
Phone  (850)  537-4040 
Fax  (850)  537-4050 

THOMAS  C.BOUTHO 
Newspaper  broker/appraiser 
“A  tradition  of  service 
to  the  newspaper  industry" 
BOUTHO-TAYLOR  MEDIA  SERVICE 
1 1 5  S.  Broadvwpy,  Ada,  OK  74820 
(580)421-9600 

NEWSPAPERS  FOR  SALE  ~ 

CENTRAL  MONTANA  WEEKLY 
Strong  cash  flow.  Priced  at  $1 65M 
Cairjim  Hicks  (307)  684-7801 

COUNTY-SEAT  OREGON  WEEKLY 
$200M-^  Gross 
Bargain  priced  for  quick  sale 
Call  Jim  Hicks  (307)  684-7801 


NEWSPAPERS  FOR  SALE 


CURRENT  LIST 
GOTO 

cribb.com 


JEWISH  COMMUNITY  WEEKLY 
Northeast.  Vibrant,  growing  area. 
$1 50,000.  Reply  to  Box  08629,  Editor 
&  Publisher. 


j  MASSACHUSETTS  Free  Weekly,  prof¬ 
itable,  well  established.  $250,000-)- 
annual  gross.  Asking  $195,000.  Wan¬ 
derer,  P.O.  Box  1 02,  Mattapoisett,  MA 
02739,  (508)  758-9055. 


MOVE  TO  TEXAS:  No  state  income 
tax,  and  we  have  newspapers  for  sale. 
Write  for  free  list.  Bill  Berger,  ATN, 
1801  Exposition,  Austin,  TX  78703. 

(512)476-3950 


PACIFIC  NORTHWEST  MONTHLY 
trade  publication  for  antique  and  coun¬ 
try  stores  in  4  western  states,  leading 
publication  in  strong  Seattle-Portland 
market.  Call  Linda  (360)  736-871 6  or 
E-mail:  ocelot@lc)calaccess.com 


Call  us  about  our  low 
contract  rates! 

(212)675-4380  ext.  171, 173 


WYOMING  AG  PUBUCATION 
Gross  tops  $300M 
Call  Jim  Hicks  (307)  684-7801 


NEWSPAPERS  FOR  SALE 

NEWSPAPERS  WANTED 

ZONE  1  rural,  weekly  newspaper 
grossing  $290,000-$3 10,000.  Sell  at 
gross.  Owner  financing  available. 
Reply  to  Box  08635,  Editor  &  Pub¬ 
lisher. 

IF  YOU  ARE  planning  to  sell  your 
newspaper  through  a  broker,  be  sure 
they  contact  us  os  a  potential  buyer. 
We  are  newspaper  owners  and 
operators  and  are  interested  in  acquir¬ 
ing  individual  or  groups  of  dailies  or 
weeklies  of  any  size,  in  any  region  of 
the  country.  Contact  Eugene  A.  Mace, 
USMedia  Group,  P.O.  Box  227, 
Crystal  City,  MO  6301 9. 

NEWSPAPERS  WANTED 

AMERICAN  PUBLISHING  COMPANY, 
the  community  division  of  Hollinger 
International,  actively  seeks  daily 
newspapers  and  shopping  guides.  All 
inquiries  held  in  strictest  confidence. 
Contact: 

Jerry  Strader,  President 

401  N.  Wabash  Avenue 

Chicago,  IL6061 1 
(312)  321-2673 

1  PUBUCATIONS  FOR  SALE 

1  FOR  SALE:  Industrial  publication.  Pub- 
1  lished  consecutively  since  1898,  with 

1  readership  and  long  term  advertising 
!  support  in  over  59  countries.  Gener¬ 
ates  300  plus  gross  with  33%  profit. 
There's  no  high  tech  here.  Run  by  two 
person  office.  $525,000.  Reply  to  Box 
08626,  Editor  &  Publisher. 

Send  Ec?P  Box  Replies  to: 

Editor  &  Publisher 
Classified  Ad  Dept. 

11  West  19th  St. 

New  York,  NY  10011 

TRADE  ASSOCIATIONS 

AMERICAN  ASSOCIATION  of  Inde- 
1  pendent  Newspaper  Distributors  -  an 

I  organization  for  the  professional.  For 

1  membership  or  sponsor  info:  (877) 
GO-AAIND,  fax:  (407)  774-6751  or 

1  write:  926  Great  Pond  Drive,  #1003, 
Altamonte  Springs,  FL  3271 4. 

SERVinS 

DIRECTORY 


PUBLISHING  SYSTEMS 


www.linopress.com 


"or  Call:  Rick  Shafranek  at  516-434-2077 
email:  rick.shafranek(g)linopress.com 


Did  you  know...  9^? 

Over  30%  of  all  new  crew  start 
orders  written  are  either  never 
started,  started  with  a  delivery 
problem  or  no  good. 

Source:  Ver-A-Fast  Corporation,  1998  data 
1-800-327-8463 


Schedule: 

October  17  •  November  7  •  December  5 

For  Business  Card  advertising,  call  (212)  675-4380,  ext.  171, 173.  Contract  rates  available 
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EQUIPMENT  & 
SUPPLIES 


CAMERA  &  DARKROOM 

SQUeeze  Lenses 
Herb  Carlbom  -  CK  Optical 
(310)  372-0372 


EQUIPMENT  FOR  SALE 


4  LEAFSCAN,  35  SCANNERS  and 
4  VARITYPER  4900T  IMAGESETTERS 
First  $  1 5,000  takes  all 
Also,  GRAPHIC  ENTERPRISES  PROSET¬ 
TER  1 000,  in  service  1  year,  with  only 
16,945  copies.  Purchased  for 
$56,0(X),  yours  for  only  $  1 0,000. 

Call  John  Elchert,  (W6)  482-1500 


_ MAILROOM _ 

ALL  MAILROOM  EQUIPMENT 
MULLER  MARTINI 
Stitcher/Trimmers  &  Inserters 
Joe  Scott  &  Associates,  Inc. 

(205)  997-9355/(205)  997-9656  Fox 


MAILROOM  EQUIPMENT 
Stondlee  and  Associates,  Inc. 
(407)  273-5218  Fox  (407)  273-901 1 


MULLER  MODEL  227S  4  into  1  Inserter 
Con  be  seen  operational 
$58,500.  Call  (501)967-3595 


MAILROOM 


PRE-OWNED  MAILROOM  Equipment 
Bill  Kanipe,  ALTA  GRAPHICS,  INC. 
(770)  428-5817  Fax  (770)  590-7267 


I  Refurbished  add  on  pockets 

1  MULLER  MARTINI  227 

KANSA  320  and  480  AVAILABLE 
I  Call  Mid-America  Graphics  at 
i  (800)  356-4886. 

I  www.midamericagraphics.com 

j  E-mail:  dkgeorge@midamerica- 

graphics.com 


NEWSPRINT  FOR  SALE 


30# -28# -25#-  ALL  SIZES 
BEHRENS  INTERNATIONAL  -  N.B.  CA 
(949)  644-2661 ,  Fax  (949)  644-0283 


1 _ PRESSES _ 

I  KING  PRESS  KJ8  falder  with  DOUBLE 
i  PARALLEL,  Cross  Perforation  &  75  H.P. 

I  Drive/Motor,  $75,000  installed  with 
I  new  warranty. 

j  Call  Jahn  Newman  (91 3)  648-2000 

!  METRO,  URBANITE,  COMMUNITY, 
j  SC,  SSC,  MAN  4/2  presses.  AL  TABER 
(770)  552-1 528  Fax  (770)  552-2669 


USED  WEB  PRESSES 
ON  THE  INTERNET  AT 
www.webpresses.com 


_ PRESSES _ 

FOLLOWING  IS  A  BRIEF 
DESCRIPTION  OF  A  FEW  PRESSES 
AND  POST  PRESS  EQUIPMENT 
INLAND  IS  CURRENTLY  QFFERING 

•  1 0-unit  GOSS  URBANITE  with  folder 
and  upper  former,  two  150  HP  con¬ 
trollers  and  motors,  8  Carys  -  1981  vin¬ 
tage. 

•8-unit  GOSS  URBANITE  with  SC 
falder  and  upper  former,  75  HP  motor 
and  controller  -  very  well  maintained. 

•4  HARRIS  VI 5C  (converted  to  VI 5D), 
mid  70's  vintage. 

•6-unit  WEB  LEADER  with  5  floor  units 
and  1  stacked  position  unit  -  1 979  vin¬ 
tage. 

•7-unit  NEWS  KING  with  KJ8  folder 
and  40  HP  mator  and  drive.  Very 
clean  and  in  good  condition  -  1 978 
vintage. 

•Model  News  90  SIGNODE  TYERS, 
Model  2000  IDAB  STACKERS  AND 
STEWART  GIAPAT  COR  TRUCK 
LOADERS. 

INLAND  NEWSPAPER 
AAACHINERY  CORPORATION 
(91 3)  492-9050  Fax  (91 3)  492-62 1 7 
WWW. inlandnews.com 

Faith  is  God  felt  by  heart,  not  by  reason 

Blaise  Pascal 


WANTED  TO  BUY 

IMMEDIATE  NEED  FOR  MULLER 
MARTINI  INSERTERS  227E  &  227S 
WILL  PAY  TOP  DOLLAR 
Call  Chris  George  (800)  356-4886  or 
Fax  (81 6)  887-2762. 
www.midamericagraphics.com 
E-mail:  dkgeorge@midamerica- 
graphics.com 


LOOKING  FOR  used  linographic- 
recorder  500/ 530  or  560.  If  you  have 
one  for  sale  -  call  Gene  Stepp  at  (814) 
736-9666  or  fax  information  to  (814) 
736-9012. 


WANTED  DEAD  OR  ALIVE 
Muller  Martini/Harris 
Inserters  &  Stitcher /Trimmers 
All  Mailroom  Equipment 
Joe  Scott  &  Associates,  Inc. 

(205)  997-9355/(205)  997-9656  Fax 


WANTED:  Presses  -  Inserters 
Call:  Bill  Kanipe  or  Al  Taber 
ALTA  Graphics  Inc. 

(770)  428-5817  Fax  (770)  590-7267 


Editor  &  Pi  B1.ISHF.R: 

The  communication  link  ot  the  newspaper 
industry  every  week  since  1 884. 


INDUSTRY 

SERVICES 


CIRCULATION  SERVICES 

1  ANSWER 

METRO  NEWS  SERVICE,  INC. 
Nationwide  TELEMARKETING 
Horace  Southward 
(800)  950-8475 
E-mail:  mnsi  @metro-news.com 
WWW.  metro-news .  com 


1 3  OFFICES  NATIONWIDE 
CIRCULATION  DEVELOPMENT  INC. 
Newspaper  Telemorketing  Specialists 
(800)247-2338 
www.circulation.net 


BLENKARN  TELEMARKETING 
'  Auto  pay  experts 
*  Automatic  Bank/ 

Credit  Card  Transactions 

Joseph  Skaff  (800)  21 8-6731 

CIRCULATION  MARKETING  GROUP 
Specializing  in  an-site  and  long 
distance  telemarketing  since  1 989. 
Call  Cherry  Caleman  (912)  336-2700 

GROWING  NIE  &  HOME  DEUVERY 
CIRCULATION  IS  SPEaRUM'S 
BUSINESS  -  CALL  DOUG  REESE 
(800)  972-6778 


CIRCULATION  SERVICES 

JOHN  A.  BURKE 
Circulation  Sales  &  Training 
Phone/Fax  (51 6)  588-2735 


HEADLINE  PROMOTIONS,  INC. 

TELEMARKETING  SERVICES 

NEW  START  GENERATION 
STOP  SAVER  PROGRAMS 
VERIFICATION  CALLING 

Our  programs  are  tailored  to  meet 
your  circulation  needs. 

Every  subscription  guaranteed. 

RATES  BASED  ON  RESULTS 

Dennis  McQuillan 
(800)  260-9823 


LEVIS  NATIONAL,  INC. 
Guaranteed  Quality  Telemarketing 
Our  30th  Year 
(888)  890-7272 


CIRCULATION  SERVICES,  INC 
20%  PAID  Telemarketing  Guaranteed 
Comprehensive  Verification  Reports 
Consumer  Surveys  w/  Logic  Q&A 
Specific  &  Non-Pub  Databases 
Highest  quality  at  Lawer  Rates 
Andrew  Orr  (888)  343-0470 


NEWSPAPER  EXECUTIVE  SEARCH  NEWSPAPER  EXECUTIVE  SEARCH 


Elstablished  1975 

“Executive  search,  recruitment  and 

placement  services. ..to  fit  your  needs.” 

Haas/Watkins  &  Associates 

713-977-8955  Fax  713-.334-4180 

e-mail:  rhaas^'rhaas.com 

Ron  Haas  | 

CIRCULATION  SERVICES 

PRO  STARTS 

THE  TELEMARKETING  PROS 
EXPERTISE  IN  A  FULL  RANGE  OF 
SALES  SERVICES  INCLUDING 
DATABASE  MARKETING 
TOM  ZGONC  (800)  776-6397 


COMPUTER  SOFTWARE 

SOFTWARE  far  AR,  classifieds,  sched¬ 
uling  &  circulation.  Fake  Brains, 

Tel:  (303)791-3301 
http://www.fakebrains.com 

INTERNET  SERVICES 

SEE  WHY  publications  are  making 
money  and  Realtors  are  getting  results 
with  the  HomeSeller. 

View  at  www.hameseller.net 
(800)  574-3703  or  info@paper.net 

OPERATIONS  CONSULTANTS 

FACILITIES/PRESS/OPERATIONS 
Small/Medium/Large  Newspapers 
Telephone  (727)  586-3509 
Walt  Hempton,  Cansultant 
Print  Media  &  Graphics 

PRESSROOM  SERVICES 


DO  YOU  NEED  HELP  ON  YOUR 
ELEQRICAL  DRIVE  SYSTEM? 

MASTHEAD  can  provide:  New  or  used 
drive  motors  and  consoles  for  single  or 
double  width  presses.  Also:  Parallel 
drives,  horsepawer  upgrades  or  new 
AC  Drive  Conversions. 

MASTHEAD  INTERNATIONAL 
(800)545-6908,  24  hr.  line 
(505)  842-1357 
P.O.Box  1952 
Albuquerque,  NM  871 03 

Everyone,  without  exception,  is  search¬ 
ing  for  happiness 

Blaise  Pascal 


j  PRESSROOM  SERVICES 

PRESSROOM  CLEANING  PROBLEMS? 
Dirty  presses,  ceilings,  walls,  beams? 
Unsafe  floors,  catwalks  and  lad- 
derways?  Dirty  air  handling  systems, 
ductwork? 

Doily  Service  Contracts 
One  Time  Service 
ALL  WORK  DONE  TO  YOUR 
COMPLETE  SATISFAQION! 

30  Years  experience! 
PRESSROOM  CLEANERS 
i  CALL  TOLL  FREE  (800)  657-21 1 0 

I  TRAINING 

j  ADVERTISING  SALES  TRAINING 
j  Proven  results  in  increasing  ad  volume, 
new  contracts,  ad  count,  reductions  in 
errors  and  customer  retention.  We 
I  build  teams  that  get  results! 

I  Call  ProMax  Training 

I  &  Consulting,  Inc.  (800)  898-0444 

I  - 

j  PREPRESS  AND  WEB  PRESS  training 
I  for  single  or  double  width  newspapers. 

Consulting  and  equipment  repair. 

I  Newspaper  Production  &  Research 

!  Center  (405)  524-7774 


j  Run  your  ad 
I  for  12,  26,  39  or  52 
I  issues  to  increase 
awareness  while 
i  benefitting  from  our 

I  j  low  contract  rates. 

II 

I  jCall  (212)  675-4380  X  171,  173 
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HELP  WANTED 


_ ACCOUNTING _ 

COMMUNITY  NEWSPAPER  HOLD¬ 
INGS,  INC.,  is  seeking  several  experi¬ 
enced  newspaper  accountants  to  work 
in  its  Birmingham,  AL,  headquarters. 
Candidates  should  hold  a  degree  in 
accounting  or  business  and  have  at 
least  five  years'  experience  as  a  news¬ 
paper  accountant  or  business  man¬ 
ager.  Successful  candidates  will  work 
in  one  of  CNHI's  four  divisions,  assist¬ 
ing  newspapers  and  their  business 
managers  with  a  broad  range  of 
accounting/finance  activities,  including 
monthly  closings,  budgeting,  credit  and 
collections,  implementation  of  circula¬ 
tion  and  advertising  systems  and 
monthly  reporting.  Frequent  travel  to 
the  company’s  newspapers  is  required. 
Please  send  a  resume  with  salary  his¬ 
tory  to  CNHI,  Human  Resources,  3800 
Colonnade  Parkway,  Suite  450,  Birm¬ 
ingham,  AL  35243. 


ADMINISTRATIVE _ 

COMMUNITY  NEWSPAPER  HOLD¬ 
INGS,  INC.,  periodically  has  openings 
in  all  newspaper  disciplines  as  the 
result  of  our  growth.  We  are  seeking 
resumes  from  qualified  individuals  for 
editorial,  advertising,  circulation, 
production,  accounting/finance  and 
publisher/general  manager  positions. 
If  you  would  like  to  be  o  part  of  an 
aggressive  growth  company  that 
believes  in  quality  community  newspa- 
pering,  we  would  like  to  hear  from 
you.  CNHI,  Human  Resources,  3800 
Colonnade  Parkway,  Suite  450,  Birm¬ 
ingham,  AL  35243. 

DIREaOR  OF  AUDIT  OPERATIONS 
Certified  Audit  of  Circulations,  based 
in  Wayne,  New  Jersey,  is  seeking  an 
exceptional  individual  to  oversee  all 
circulation  audit  operations  for  our 
multi-national  organization.  Our  ideal 
candidate  is  an  analytical,  energetic 
and  highly-skilled  manager,  able  to 
work  effectively  with  a  diverse  mem¬ 
bership,  staff  and  other  departments. 
Publishing  (circulation/accounting)  or 
relevant  professional  experience  essen¬ 
tial.  Some  travel  and  computer  literacy 
required.  We  offer  a  competitive 
solary,  generous  benefits  package, 
and  the  chance  to  have  a  real  impact 
on  an  established  and  growing  com¬ 
pany.  Please  send  resume  and  salary 
requirements  to  CAC,  155  Willow- 
brook  Blvd.,  Wayne,  NJ  07470. 

DYNAMIC  PUBLISHER  needed  to 
spearhead  launch  of  new  Southwest 
Edition  of  award-winning  construction 
newspaper.  Wonderful  opportunity  for 
skilled  newspaper  veteran  to  take  on 
new  challenge.  Join  a  growth-oriented 
team  that  has  produced  the  industry's 
leading  publication  for  40  years.  Fax 
resume,  including  salary  requirements, 
to  Publisher,  (800)  523-3151.  No 
calls,  please. 

EXPERIENCED  publisher  for  Southwest 
business  newspaper.  Good  people 
skills  and  community-minded  attitude 
essentials.  Send  resume  to  Box  08633, 
Editor  &  Publisher. 


_ ADMINISTRATIVE _ 

PUBLISHER  -  Brehm  Communications, 
Inc.,  has  an  immediate  opening  for  a 
publisher  with  a  strong  suburban  sales 
background,  ej^rienced  in  com¬ 
petitive  markets.  The  opening  is  at  War¬ 
rick  Publishing  Co.  in  Boonville  and 
Newburgh,  IN  —  two  paid  weeklies 
and  two  non-subscriber  shoppers  serv¬ 
ing  all  of  Warrick  County.  Located 
near  Evansville,  IN,  it  is  part  of  BCI's 
Tri-State  Media  cluster,  which  is  com¬ 
prised  of  several  publications  including 
dailies  in  Princeton,  IN  and  Mt. 
Carmel,  IL.  Pay  package  in  the  $40's. 
Join  a  growing  company  that  affords 
opportunity  and  compensation  limited 
only  by  your  personal  motivation.  Send 
resume  and  cover  letter  to  General 
Manager,  BCI,  P.O.  Box  28429,  San 
Diego,  CA  921 98. 

THE  IREX  Professional  Media  Program 
(ProMedia),  a  USAID-funded  project, 
seeks  a  long-term  Resident  Advisor  for 
a  Belarusian  print  media  development 
program.  The  ideal  candidate  is  an 
experienced  professional  with  busi- 
ness/journalism  experience  in  print 
media.  International  experience  and 
Russian  language  ability  are  desirable. 
Send  resume  with  salary  history  to 
Media/Bel,  fax:  (202)  628-8 1 89  or 
irex@irex.org  No  calls,  please.  EOE 

ADVERTISING 

ADVERTISING  DIREaOR 

The  Journal-Standard,  a  six-day  a 
week  publication  is  seeking  a  person  to 
I  lead  our  sales  department  to  success. 
We  seek  an  assertive  sales  professional 
with  a  proven  background  in  growing 
revenue  in  diverse  products.  Candidate 
should  be  able  to  coordinate  and 
motivate  a  staff  of  21  dedicated 
employees.  Prior  experience  with  set¬ 
ting  goals  and  evaluating  accomplish¬ 
ments  of  salespeople  is  a  must.  The 
ideal  candidate  will  also  possess  a 
good  understanding  of  marketing, 
major  accounts,  ond  new  technology. 

We  are  located  in  NW  Illinois  about 
90  miles  from  Chicago.  This  is  a  great 
opportunity  for  someone  who  enjoys 
challenges.  We  offer  an  excellent 
salary  and  benefits  package.  Please 
send  resume,  references,  and  salary 
history  to  Julie  Toulman,  publisher.  The 
Journal-Standard,  P.O.  Box  330, 
Freeport,  IL  6 1 032  or  E-mail  to: 
jtaulman@aeroinc.net 


ADVERTISING  SALES  MANAGER 

We  seek  o  skilled,  experienced 
advertising  sales  manager  who  knows 
the  real  estate  advertising  sales  opera¬ 
tion.  Our  ideal  candidate  is  a  bigh- 
energy  person  who  delegates 
effectively,  manages  time  well,  values 
follow-through,  and  can  identify 
opportunities  to  improve  how  the  work 
is  done.  Staff  development  talent  is  a 
key  requirement.  Three  to  five  years 
highly  responsible  sales  management 
experience  required.  Publishing  expe¬ 
rience  also  required.  Classified  man¬ 
agement  experience  helpful.  The 
Herald  and  El  Nuevo  Herald  are 
owned  by  Knight  Ridder,  Inc.,  o  For¬ 
tune  200  media  and  information  com¬ 
pany.  Fax  your  resume  to  (305)  995- 
8021,  or  E-mail  to 

gcarrillo@herald.cc)m 
Please  specify  Job  Code  RE-MGR 


_ ADVERTISING _ 

ADVERTISING  MANAGER 
Want  to  work  for  a  progressive  com¬ 
pany  that  encourages  creativity  and 
rosters  teamwork?  We  are  looking  for 
a  dynamic  individual  to  lead  the  sales 
departments  of  a  medium  size  daily. 

Must  be  able  to  lead,  train,  motivate 
and  hold  people  accountable.  Com¬ 
petitive  compensation  program  and 
excellent  benefits. 

Submit  resume  to  Box  08630,  Editor  & 
Publisher. 

ADVERTISING  SALESPERSON,  mini¬ 
mum  2  years  experience,  needed  by 
Zone  5  group  to  become  part  of  man¬ 
agement  with  superb  profit-sharing,  com¬ 
missions  and  best  benefits.  $45,000 
base  salary.  Must  be  strong  on  layouts, 
have  a  love  for  selling  and  working 
with  people,  and  able  to  inspire  a 
small-town  staff  in  Heartland  America. 
Send  letter  that  describes  your 
accomplishments  and  goals,  along  with 
resume  to  Box  08618,  Editor  &  Pub¬ 
lisher. 


Issue  Dates: 
OCTOBER  17 
NOVEMBER  21 
DECEMBER  19 


I _ ADVERTISING _ 

i  ADVERTISING  SALES  MANAGER 

The  Missoula  Independent,  a  rapidly 
growing  alternative  weekly  in  the  heart 
of  the  northern  Rockies,  seeks  a  pro¬ 
fessional,  highly-motivated  Sales  Man- 
I  ager.  We're  looking  for  a  skilled 
leader  to  supervise  a  staff  of  three  sales 
reps  and  cultivate  vital  local  and 
national  accounts.  Base  salary  of 
$32,000  plus  performance  bonuses. 
Send  resumes  to  Publisher,  Missoula 
I  Independent,  P.O.  Box  8275,  Missoula, 

I  MT  59806. 


CLASSIFIED  ADVERTISING  MANAGER 

The  Marysville  Appeal-Democrat  has 
an  immediate  opening.  Responsibilities 
include  all  Classified  Advertising  includ¬ 
ing  6  inside  sales  reps,  3  part  time 
reps  and  2  outside  sales  reps.  Salary 
plus  bonus,  full  benefits.  Send  resume: 

I  ATTN:  Ad  Director,  Appeal-Democrat, 
1530  Ellis  Lake  Drive,  Marysville,  CA 
i  95901. 


Space  Deadlines: 
OCTOBER  7 
NOVEMBER  11 
DECEMBER  9 


devotes  a  special  Recruitment  Section  twice  yearly 
to  highlight  issues  that  affect  both  employees  and 
human  resource  professionals  at  newspapers. 
Recruitment  needs  today  are  ever-changing.  We 
;  cover  many  topics  including  how  vast  technological 
I  advances  are  creating  new  positions  and  the  need 
!  for  individuals  with  specialized  skills. 

To  place  an  advertisement  in  any  of  these  sections 
call  the  E&P  Classified  Department  (212)  675-4380. 
Ext.  171  or  173. 


1998  Recruitment  &  HR  Features: 
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HELP  WANTED 


_ ADVERTISING _ 

73-YEAR  OLD,  4  color  trade  magazine 
seeks  display  ad  executive  to  manage 
Nevada  and  Utah  region.  Great 
market  and  benefits. 

(303)  649-0947  or 
(800)915-5308 


ART/GRAPHICS 


j _ ADVERTISING _ 

AD  DIRECTOR  needed  at  1 2,500  Pied¬ 
mont,  NC  daily.  You  must  be  experi¬ 
enced  and  innovative  with  proven 
accomplishments  in  retail  and  clas¬ 
sified  sales.  Willing  but  untrained 
staff.  Lucrative  compensation  for  per¬ 
formance,  plus  all  benefits.  Respected 
national  group  offers  advancement 
!  opportunities.  Reply  to  Box  08627,  Editor 
I  &  Publisher. 

COMMUNICATIONS 


MAKE  THE  WORLD  A  BETTER  PLACE! 

JOIN  THE  TEAM  OF  ONE  OF 
THE  WORLD'S  LARGEST  NON-PROFITS! 

Habitat  For  Humanity  International,  a  non-profit,  Christian  housing 
ministry  has  exciting  opportunities  available  for  accomplished,  highly 
motivated  and  talented  Communications  professionals. 

DIRECTOR  OF  MEDIA  RELATIONS 

A  significant,  key  position  responsible  for  creating  opportunities  to 
communicate  Habitat's  message  to  the  world  through  special 
events  and  media  solicitation.  Responsibilities  include:  Managing, 
supervising  and  training  the  staff  of  the  Media  Relations  De¬ 
partment:  establishing  performance  standards  and  priorities: 
providing  assistance,  guidance  and  training  for  media  related 
needs  to  HFH  departments  world-wide  and  developing  and 
maintaining  relationships  with  print  and  broadcast  media  contacts. 
The  ideal  candidate  will  have  a  Bachelor’s  degree  in  Communications 
or  related  field,  a  minimum  of  five  years  related  experience,  demons¬ 
trated  leadership  ability,  exceptional  written  and  oral  communication 
skills,  and  the  ability  to  manage  multiple  priorities  while  performing 
under  tight  deadlines.  Salary  Range  ($43,1 40.83  -$51 ,769.00). 

ART  DIRECTOR 

Manage  the  design,  and  execution  of  communications  campaigns 
and  collateral  materials  which  convey  the  mission  and  success  of 
Habitat.  Must  have  a  Bachelor’s  degree  in  fine  arts  or  graphic  design 
and  a  minimum  of  three  years  related  experience  in  concept 
development,  art  direction  and  desktop  publishing,  excellent  oral  and 
written  communication  skills  and  demonstrated  experience  in 
tracking,  coordinating  and  prioritizing  numerous  projects  simul¬ 
taneously.  Must  also  be  computer  literate  and  able  to  use  desktop 
publishing  software  (Adobe  Illustrator  and  QuarkXPress).  Supervises 
a  staff  of  four  designers.  Salary  Range  ($35,950.00  -  $43,140.83) 

GRAPHIC  ARTIST 

Use  your  expertise  to  create  and  design  printed  and  other  visual 
materials  to  use  as  educational,  promotional,  and  fund-raising 
vehicles  for  Habitat.  Responsibilities  include:  preparing  computer 
files  for  electronic  output  of  art:  assist  in  the  planning  and  selection  of 
photography  for  reproduction  in  printed  materials  and  design, 
develop  and  produce  art  concepts  and  copy  layouts  for  materials  to 
be  presented  by  visual  communications  m^ia.  The  ideal  candidate 
will  have  a  Bachelor’s  degree  in  Fine  Arts  or  Graphic  Design  or  a 
minimum  of  five  years  professional  graphic  designer  experience, 
and  demonstrated  experience  with  computers,  peripherals  and 
related  software,  specifically  QuarkXPress,  Adobe  Illustrator  and 
Adobe  Photoshop.  Must  also  have  excellent  written  and  oral 
communication  skills  and  a  demonstrated  ability  to  translate  ideas 
and  thoughts  into  graphic  elements.  Salary  range  ($1 1 .43  -  $13.72 
per  hour) 

To  apply,  please  send  resumes  to: 

HFHI-Staffing  Department  c/o  E&P 
322  West  Lamar  Street,  Americas,  GA  31 709 
or  FAX  (91 2)  924-0641 


SV^V  Habitat  for  Humanity 
II  II  international 


_ ADVERTISING _ 

CLASSIFIED  TRAINING  DIREaOR 

Looking  For  a  more  challenging  and 
rewarding  career?  Our  company 
needs  an  energetic  person  with  a  win¬ 
ning  altitude.  You  must  have  experi¬ 
ence  with  inbound/outbound  newspa¬ 
per/media  telemarketing,  outside 
sales,  Internet  marketing  and  superior 
customer  service  skills. 

You  will  help  write  and  teach  a  series 
of  cutting-edge  training  programs  for 
newspapers  nationwide.  Qualified 
candidates  should  have  at  least  3-5 
years  of  classified  supervisory/man¬ 
agement  experience  with  a  thorough 
understanding  of  the  classified  sales 
process  and  powerful  communication 
and  presentation  skills. 

This  is  an  exciting  opportunity  to  join  a 
fast  growing  newspaper  training  orga¬ 
nization.  No  relocation  required.  Please 
send  your  resume  to  Kelly  Enstad, 
president,  ProMax  Training  &  (Zonsulting, 
Inc.,  483  Walnut  Bend,  Cordova,  TN 
38018.  Fax  to  (901)  759-  2313  or 
E-mail  to: 

PMaxTra  i  n@aol .  com 


DISPLAY  ADVERTISING  MANAGER 

The  Marin  Independent  Journal,  a 
Gannett  newspaper  located  just  north 
of  San  Francisco  has  an  opening 
for  an  innovative  success-oriented 
individual  with  proven  track  record 
in  newspaper  sales  management.  The 
successful  candidate  will  develop  and 
motivate  our  sales  team,  and  with 
aggressive  initiatives  will  grow  top-line 
revenue  and  increase  market  share. 
We  require  5  years  newspaper  sales 
experience  and  2  years  in  a  supervisory 
role.  College  degree  is  preferred.  If 
qualified,  plrose  send  resume  and  cover 
letter  with  salary  history  to  Marty  Rubino, 
advertising  director.  The  Marin 
Independent  Journal,  P.O.  Box  6150, 
Novato,  CA  94948-6150.  The  I.J. 
and  Gannett  are  equal  opportunity 
employers. 

REGIONAL  SALES  MANAGERS 
NEEDED.  Mid-West  Area  (Zone  7/5). 
Keister-Williams  Newspaper  Services 
needs  newspaper  experience,  ad  sales, 
and  ability  to  travel.  We  are  con¬ 
tracted  by  newspapers  to  maintain  ads 
on  their  weekly  church  pages  and 
other  specials.  Challenging  position 
has  many  rewards.  You  self  new  and 
service  our  existing  accounts.  We  fur¬ 
nish  accounts,  pay  salary  plus  expense 
allowance,  and  assist  on  ad  sales.  Job 
offers  much  independence.  We  are  the 
“First  in  Sponsored  Religious  Messages” 
since  1 939  -  contact  us  about  Full  and  Part 
time  positions. 

(800)  293-4709  or 

_ FAX  (804)  293-4884 _ 

REGIONAL 

ADVERTISING  SUPERVISOR 
The  Times  Publishing  Company  in  Erie, 
PA  seeks  a  Regional  Advertising 
Supervisor  to  lead  a  five-person  team 
that  handles  major  and  national 
accounts.  Candidate's  current  position 
may  be  ad  director,  manager  or  major 
account  representative  at  a  smaller 
daily.  Proficiency  in  PBS,  Immediate, 
Maplnfo  and  Excel  is  helpful.  Send 
your  resume  and  cover  letter  to  Dennis 
J.  Sheely,  advertising  director.  Times 
Publishing  Company,  205  West  1 2th 
Street,  Erie,  PA  16534-0001 ,  or  E-mail 
to  sheelyd@timesnews.com 


_ ADVERTISING _ 

SALES  MANAGER 

Further  your  career  at  the  Abilene 
Reporter-News,  (40,000  daily  and 
50,000  Sundays),  a  division  of  Scripps 
Floward.  You  will  lead  this  quality  sales 
staff  of  six  to  eight  account  executives 
to  the  next  level  of  excellence  through 
your  motivating,  coaching  and  training 
techniques.  Join  us  in  a  quality  Family 
community  with  economic  diversity  and 
opportunity  for  growth.  Send  resume  to 
Fluman  Resources,  P.O.  Box  30, 
Abilene,  TX  79604.  Fax  (915)  670- 
5250.  carterr@abinews.com  EOE 


VICE  PRESIDENT-ADVERTISING 
Energetic,  enthusiastic,  competitive 
marketing  executive  sought  by  mid-size 
growing  Zone  4  daily.  Must  be  able  to 
lead,  train  and  motivate  sales  staff. 
Apply  if  you  would  rather  sell  than 
budget,  compete  than  coast,  or  create 
than  duplicate.  Must  be  strong  with 
major  accounts  and  Mom  &  Pops. 
Send  resume,  references  and  salary 
requirements  to  Box  08636,  Editor  & 
Publisher. 

ART/GRAPHICS 

GRAPHIC  DESIGNER 
FULL-TIME 

The  Boston  Globe  is  seeking  a  talented, 
highly  motivated  graphic  designer  to 
join  our  promotion  design  team.  The 
position  requires  the  ability  to  concep¬ 
tualize  first-rate  designs  for  a  variety  of 
collateral  projects  in  a  fast-paced 
environment.  Thorough  knowledge  of 
electronic  print  production  and  strong 
typographic  skills  a  must.  Proficient  in 
QuarkXPress,  Photoshop,  Freehand, 
PowerPoint  and  Director.  Must  have 
experience  designing  web  sites  and 
multimedia  presentations.  Excellent 
communication  skills  required  for  client 
and  vendor  contact. 

5+  years  design  experience  required. 
Send  your  resume  and  4  samples  of 
your  best  work.  Include  explanations  of 
your  involvement  in  the  development  of 
each  sample  and  send  to: 

Madeline  Wallis 
Director  of  Human  Resources 
The  Boston  Globe 
P.O.  Box  2378 
Boston,  MA  02107-2378 

THE  BOSTON  GLOBE 
An  Equal  Opportunity  Employer 

It's  a  Classified 
Secret  — 

We'll  never  reveal  the  identity 
of  an  E&P  box  holder.  If  you 
don't  want  your  reply  to  go  to  certain 
newspapers  (or  companies),  seal 
your  reply  in  an  envelope  addressed 
to  the  E&P  Classified  Advertising 
Department  with  an  attached  note 
listing  the  newspapers  or  companies 
you  do  not  want  the  reply  to  reach.  If 
the  Box  Number  you're  answering  is 
on  your  list,  we'll  discard  your  reply. 
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HELP  WANTED 


_ CIRCULATION _ 

BRANCH  MANAGER 

Tlie  Mercury  News,  the  newspaper  of 
Silicon  Valley  is  looking  for  o  Branch 
Manager  to  provide  leadership  in  a 
NDM  Circulation  Branch  office.  This 
position  will  provide  leadership,  set 
performance  expectations,  coach  and 
mentor  district  advisors,  customer 
advocates,  helpers.  The  manager  will 
be  expected  to  lead  efforts  of  the 
branch  teams  to  plan  and  implement 
programs  aimed  at  meeting  or  exceed¬ 
ing  home  delivery,  single  copy  and 
Nuevo  Mundo  circulation  goals. 

Position  requires  four  year  college 
degree  with  an  emphasis  in  business 
preferred.  2-5  years  newspaper  circula¬ 
tion  management  experience.  Skilled  in 
facilities  management  and  knowledge 
of  independent  contractors  law.  Profi¬ 
ciency  on  a  PC  in  MS  Word  and  Excel. 
Excellent  verbal  and  written  communi¬ 
cation  skills.  Candidates  must  have  the 
ability  to  create  and  foster  a  work 
atmosphere  that  motivates  branch 
personnel  to  succeed.  Must  be  able  to 
perform  in  a  stressful,  rapidly  chang¬ 
ing,  deadline-oriented  work  environ¬ 
ment. 

We  offer  o  competitive  compensation 
and  benefit  package.  Qualified  appli¬ 
cants  should  submit  their  resume  by 
mail,  fax  or  E-mail  in  Microsoft  Word 
for  Windows  or  text  format  to 
jobs@sjmercury.com 

Human  Resources  Department 
FAX:  (408)  271-3689 

(Re;  Branch  Manager) 

San  Jose  Mercury  News 
750  Ridder  Park  Drive 
San  Jose,  CA  95190 

EQUAL  OPPORTUNITY  EMPLOYER 


CIRCULATION  DIREaOR:  Immediate 
opening  to  manage  circulation  for  a  6- 
doy  PM  daily,  9  weekly  community 
papers  and  one  TMC  cluster  of  papers 
in  fast-growing,  upscale  Indy  suburbs. 
Total  distribution:  127,000/week.  Right 
person  has  paid,  non-paid  successes,  can 
lead  staff  of  9,  handles  details  but 
can  see  bigger  picture.  Topics  is  part  of 
Control  Newspapers.  Pay,  benefits  will 
match  your  experience,  skills.  Call  or  write 
Publisher  David  Lewis,  (317)  598-6300 
ext  101; 

dlewis@topics.cc)m 

Topics  Newspapers,  13095  Publisher's 
Drive,  Fishers,  IN  46038. 


CIRCULATION  MANAGER 

20,000  circulation  newspaper,  7  days 
per  week,  seeks  hands-on  manager 
with  experience  in  district  manage¬ 
ment,  mailroom,  single  copy  sales, 
ABC  reports.  Good  opportunity  to 
move  up  from  smaller  operation. 
Specify  salary  requirements.  Resumes 
only  to  Publisher,  Record-Courier,  Box 
1201,  Ravenna,  OH  44266. 


CIRCUlAnON 


CIRCUlAnON 


CIRCULATION  DIREaOR 
Growing  Arizona  group  seeks  experi¬ 
enced  and  aggressive  Circulation 
Director,  strong  In  developing  little 
merchant  home  delivery  and  single 
copy  sales.  Good  salary,  benefits, 
incentives  to  proven  circulator.  ABC 
audit.  Send  resume,  references,  and 
sala^  history  to  Box  08625,  Editor  & 
Publisher. 


CIRCULATION  MANAGER 

Small  6-day  daily  in  a  growing 
southern  Zone  5  market  seeks  someone 
who  knows  how  to  grow  home  delivery 
and  single  copy  sales,  and  wants  his/ 
her  first  crock  at  running  the  show. 

I  We'll  offer  a  worthwhile  compensa¬ 
tion/benefits  package,  and  the 
]  beginning  of  a  career  with  o  long 
I  established  and  well-known  newspaper 
company.  You  bring  us  evidence  that 
I  you  can  produce  the  numbers. 

I  Send  resume  to  Publisher,  Edwardsville 
I  Intelligencer,  P.O.  Box  70,  Edwardsville, 
I  IL  62025. 


CIRCULATION  MANAGER 
13,000  circulation  AM  daily  in  com¬ 
petitive  growing  market  seeks  an 
aggressive  individual  to  lead  our 
circulation  and  mailroom  departments. 
Reports  directly  to  publisher.  We  offer 
a  competitive  salary,  medical  and  life 
insurance,  401  (k),  vacation,  holidays, 
educational  assistance,  and  more. 
Advancement  opportunities  with  a 
growing  media  company  operating  25 
daily  newspapers  in  9  states.  Submit 
resume  with  salary  history  to  Publisher, 
The  Enquirer-Journal,  P.O.  Bax  5040, 
Monroe,  NC  281 1 1-^40.  Confidential 
lax  (704)  283-4390. 


COMMUNICATIONS 


COMMUNICATIONS  ANALYST 


RAND,  a  nonprofit  research  institution  that  studies  public  policy 
issues  for  government,  foundation  and  corporate  clients,  is  seeking 
applicants  for  the  position  of  Communications  Analyst  in  RAND's 
Santa  Monica  office. 

PRIMARY  RESPONSIBIUTIES;  Communications 
analysts  review,  revise,  rewrite,  summarize,  and  structure  RAND 
reports:  help  prepare  proposals  and  oral  presentations;  draft 
institutional  publications,  policy  documents,  and  marketing  materials: 
and  help  plan  a  range  of  corporate,  research  and  marketing 
communications  products. 

REQUIREMENTS; 

•Demonstrated  background  in  communicating  and  translating  public 
and  social  policy  research  to  multiple  policy  and  non-research 
audiences 

•Minimum  of  three  years  of  communications  experience  in  a  policy 
research  or  corporate  setting 

•Graduate  degree  in  English,  linguistics,  communications,  jour¬ 
nalism,  or  related  field;  exceptionally  strong  experience  may 
substitute  for  graduate  degree 

•Ability  to  analyze  the  logic,  structure,  and  appropriateness  of  written 
and  oral  communications  in  many  research  fields  and  adapt  material 
for  policy  and  non-research  audiences 

•Ability  to  identify  multiple  target  audiences  of  existing  and  potential 

clients  and  to  communicate  to  all  of  them 

•Excellent  writing  and  presentation  skills 

•Eye  for  graphics 

•Strong  interpersonal  skills 

•Ability  to  meet  tight  deadlines  while  working  on  multiple  projects 
•Familiarity  with  electronic  dissemination  and  world  wide  web 
•U.S.  citizenship 

TO  APPLY:  Send  resume  with  a  salary  history  and  one  writing 
sample  to: 

Professional  Recruiter,  RAND 
1 700  Main  Street,  P.O.  Box  21 38 
Santa  Monica,  CA  90407-21 38 

FAX:  (310)  451-7070 

RAND  is  an  affirmative  action/equal  opportunity  employer 


CIRCULATION 


CIRCULATION  MANAGER 
The  Washington  Times  has  an  immediate 
opening  for  an  aggressive  circulation 
professional  that  possesses  a  strong 
background  in  both  Home  Delivery  and 
Single  Copy  operations.  This  position 
reports  directly  to  the  Circulation  Director. 
Excellent  compensation  and  benefit 
package.  Fax  resume,  cover  letter  and 
compensation  requirements  to  Linda 
Fokinlede,  office  manager  at  (202)  635- 
0409. 

COMMUNICATIONS 


CIRCULATION 

HOME  DELIVERY  MANAGER 

ANG  Newspapers,  in  the  beautiful  San 
Francisco  Bay  Area,  has  on  opening 
for  a  candidate  with  proven  achieve¬ 
ments  and  the  ability  to  be  successful  in 
an  extremely  competitive,  price- 
sensitive  market.  We  seek  an  individ¬ 
ual  with  Home  Delivery  and  Marketing 
skills,  and  several  years  of  manage¬ 
ment  experience.  ANG  offers  an 
attractive  compensation  package  with 
401  (k).  Medical,  Dental,  Life  and  other 
generous  benefits.  If  you  are  looking 
for  an  opportunity  to  prove  your  skills 
and  advance  quickly,  submit  your 
resume  and  salary  history  to: 

ANG  Newspapers 
Fteme  Delivery  Manager  Opportunity 
P.O.  Box  5050 
Hayward,  CA  94540 

Equal  Opportunity  Employer 

We  are  a  drug  free  woncploce 

MAGAZINE  SEEKS  organized  circula¬ 
tion  manager  to  administer  and 
coordinate  circulation  for  2  monthly 
magazines  -  15K  paid/controllea. 
Manager  works  with  Marketing 
Director  to  promote  subscriptions  and 
direct  delivery  of  magazines,  invoices 
and  renewal  notices.  Candidates  must 
know  paid  and  controlled  titles,  BPA 
audits,  forecasting  and  fulfillment 
management.  Flexible  hours,  medical, 
dental,  vision,  retirement,  casual  office. 
Send  resume,  cover  letter,  salary  to 
National  Jurist  C,  2035  N.  Lincoln 
Street,  #205,  Arlington,  VA  22207. 


WELL-ESTABUSHED,  family-owned 
23,000  (Heading  For  More)  Midwest 
daily  in  one  of  America's  best  small 
towns  has  the  following  openings: 

HOME  DELIVERY  MANAGER 
Opportunity  Knocks!  Your  responsibili¬ 
ties  would  include  managing  one  motor- 
route  district  manager  and  five  youth 
district  managers  along  with  dock 
operations.  If  you  are  a  sales  and  ser¬ 
vice  professional  who  con  guide  and 
coach  an  outstanding  group  of  district 
managers  to  grow  circulation  and 
provide  impeccable  service,  you  should 
act  today. 

The  chosen  candidate  will  have  a  prov¬ 
en  history  of  increasing  responsibility 
and  sales  promotion  results.  We  offer 
outstanding  pay,  benefits  and  perfor¬ 
mance  incentives.  This  position  reports 
to  the  Circulation  Director. 

SINGLE  COPY  SALES  COORDINATOR 
I  Immediate  opening  for  an  experi- 
I  enced,  street-smart  single-copy  leader 
with  merchandising  and  promotional 
I  skills.  If  you  know  how  to  develop  rack- 
j  to-deoler  conversions,  understand 
1  merchandising  as  opposed  to  “print 
I  and  plop',  can  develop  dynamic  and 
I  effective  P.O.P.  displays  and  can  guide 
I  contractors  to  achieve  our  sales  goals 
I  you  con  hove  o  bright  future. 

I  If  you  ore  able  to  develop  and  execute 
I  Single-Copy  growth  strategies  and 
!  plans  without  constant  direction  and 
I  are  well  organized  and  can  coordinate 
I  dealer  and  rack  runs,  please  send  your 
I  resume,  cover  letter  with  salary  history 
!  *°' 

Shane  Fox,  Circulation  Director 
I  The  Columbia  Daily  Tribune 
*  Fax:(573)815-1601  or 

E-mail:  asfox@tribmail.com 
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HELP  WANTED 

EDtTORIAL 

1 A  DESIGNER/PAIM  BEACH  POST 
The  Palm  Beach  Post  has  an  opening 
for  a  lA/news  projects  designer.  This 
person  works  with  the  news  editor  and 
is  responsible  for  the  content-driven 
design  of  our  front  page  and  news  proj¬ 
ects. 

Mac  experience  is  a  must;  experience 
in  Photoshop  and  QuarkXPress  is  pre¬ 
ferred.  DTI  experience  would  be  super! 
Please  send  resumes  and  po^s  to: 

Holly  Baltz/news  editor 
The  Palm  Beach  Post 
2751  South  Dixie  Highway 
West  Palm  Beach,  FL  33401 
Fax:  (561)820-4407 
E-mail:  max@pbpost.com 

AMERICAN  LAWYER  MEDIA  needs 
two  business  editors  and  a  copy  editor 
in  the  San  Francisco  Bay  Area.  Great 
opportunities  with  a  fast-growing  com¬ 
pany.  sgraham@therecorder.com 


ASSISTANT  NEWS  EDITOR 
PALM  BEACH  POST 

The  Post  is  looking  for  a  copy  desk 
leader  who  has  five  to  seven  years  of 
experience,  several  at  a  medium 
metropolitan  daily  or  larger,  to  help 
supervise  a  universal  desk  of  more 
than  30  copy  editors.  We're  a  com¬ 
petitive  paper  in  a  growing  South  Flor¬ 
ida  market  and  need  a  person  with 
both  design  and  word  skills.  Mac 
experience  is  helpful. 

Please  send  resumes  and  clips  to: 

Flolly  Baltz/news  editor 
The  Palm  Beach  Post 
2751  South  Dixie  Highway 
West  Palm  Beach,  FL  33410 
Fax:  (561)820-4407 
E-mail:  max@pbpost.com 


ASSISTANT  REGION  EDITOR 
The  Savannah  Morning  News  is  look¬ 
ing  for  someone  with  a  flair  for  copy 
editing  who  wants  to  grow  as  a  leader 
and  work  directly  with  reporters.  We 
are  an  80,000  circulation,  team-based 
newspaper  in  one  of  America's  most 
ottractive  cities.  Applicants  with  several 
years  of  reporting  experience  and 
management  background  preferred. 
Additional  skills  necessary  in  mentor¬ 
ing  staff,  crafting  stories  and  headlines, 
developing  resource  materials  and 
team-building.  Send  letter,  resume  and 
clips  to  Tuck  Thompson,  region  editor. 
Savannah  Morning  News,  P.O.  Box 
1088,  Savannah,  GA  31402. 


ASSOCIATE  EDITOR/GRAPHICS 
The  Sacramento  Business  Journal  seeks 
an  associate  editor  with  strong  page 
design  and  writing  skills.  The  position 
requires  experience  as  a  news  reporter 
and  editor,  a  passion  for  graphic  pre¬ 
sentation  and  a  bag  full  of  fresh  ideas. 
Will  assign  and  edit  stories,  oversee 
special  projects  and  play  a  key  role  in 
a  top  weekly  business  newspaper.  We 
use  QuarkXPress  on  Macs.  Inquiries: 
1401  2 1  St  Street,  Suite  200,  Sacra¬ 
mento,  CA  95667. 

Email:  sbjedit@ns.net 


_ EDITORIAL _ 

ASSOCIATE  EDITOR/BUSINESS  wanted 
to  spearhead  aggressive  editorial 
expansion  into  dealmaking,  banking 
&  finance,  bankruptcy,  corporate 
lawyering  and  strategy.  Responsi¬ 
bility  for  new  weekly  section  includes 
assigning,  editing,  reporting,  recruit¬ 
ing.  A  big  job  in  a  major  market  with 
premier  companies,  fascinating 
players.  We  are  the  Daily  Report  in 
Atlanta,  109  years  strong  --  and  grow¬ 
ing.  Every  business  day  we  serve  a 
savvy  readership  hard-edged  journal¬ 
ism  meeting  the  highest  editorial  stan¬ 
dards.  We  hire  the  best  and  the 
brightest,  offer  competitive  salary, 
unbeatable  benefits,  professional  fulfill¬ 
ment.  A  chance  to  make  your  mark, 
grow,  and  thrive.  Send  resume,  clips  to 
Richard  Gard,  190  Pryor  Street,  S.W., 
P.O.  Box  354,  Atlanta,  GA  30303. 

Fox:  (404)523-5924 
richard.gard@counsel.com 
No  calls,  please 


ASSOCIATE  EDITOR 
Award-winning  chain  of  1 3  weekly 
newspapers  in  Queens,  New  York, 
seeks  associate  editor  with  good  writ¬ 
ing  skills.  News  reporting  experience 
required.  Strong  page  design,  editing 
experience  a  plus.  Will  assign  and  edit 
stories,  and  oversee  special  sections. 
Send  resume,  clips  and  salary  needs  to 
Steven  Blank,  Times-Ledger  Newspa¬ 
pers,  41-02  Bell  Boulevard,  Bayside, 
NY  11361. 


AWARD  WINNING  NEWSPAPER,  The 
Laurens  County  Advertiser,  now  has  an 
opening  for  a  MANAGING  EDITOR. 
Excellent  writing  skills  and  staff  man¬ 
agement  experience  a  big  plus.  Nice 
working  conditions  and  above  average 
pay  commensurate  with  experience. 
Send  resume  to: 

Marc  Brown 

Advertiser  Printing  Company 
P.O.  Box  490 
Laurens,  SC  29360 
(864)984-2586 

BELLEVILLE  News-Democrat,  a  Knight 
Ridder  daily,  circulation  63,000,  near 
St.  Louis,  has  openings  for  an  assistant 
city  editor  and  reporter.  Must  have  two 
years  experience  at  a  daily  newspaper. 
ContactGary  Dotson,  city  editor,  P.O.  Box 
427,  Belleville,  IL  62222.  E-mail: 
gdotson@BND  .com 


BUSINESS  EDITOR 

The  Winston-Salem  Journal,  a  92,000- 
circulation  daily  in  the  Piedmont  Triod 
region  of  North  Carolina,  has  an  open¬ 
ing  for  a  business  editor.  Direct  a  staff 
of  four  reporters  and  an  editorial  assis¬ 
tant  to  produce  six  daily  sections  and  a 
Sunday  shared  section  in  competitive 
market  and  write  a  weekly  column.  To 
apply,  send  a  cover  letter,  resume  and 
samples  of  your  work  to  Carl  Crothers, 
managing  editor,  Winston-Salem 
Journal,  P.O.  Box  3159,  Winston  Salem, 
NC27102. 


_ EDITORIAL _ 

BUSINESS  JOURNAUSTS 
Globally  respected  newsletter  publisher 
in  the  energy  industry  seeks  creative 
and  energetic  Business  News 
Journalists  to  work  in  Houston  office. 
This  is  an  exciting  opportunity  to  get 
out  of  the  local  scene  and  write  about 
world  trade,  politics,  finance,  and  cor¬ 
porate  news.  Our  high  cost  newsletters 
span  the  markets  for  oil  and  gas, 
including  Latin  America,  Europe,  FSU, 
and  Asia.  Our  coverage  is 
investigative  and  intelligent  and  our 
company  is  fast-paced  and  growing. 
Position  open  for  journalists  to  work 
with  international  team  of  over  50 
bright  and  highly  skilled  journalists. 
Some  travel  possible.  Spanish  or 
Portuguese  skills  a  plus  but  not 
required.  Looking  for  journalists  with 
two  or  more  years  experience  in  busi¬ 
ness  news.  Also  looking  for  entry-level 
candidates  with  high  GPA's.  Great 
fully  paid  benefits.  Learn  more  at 

wvKw.petroleumargus.com 
Send  resume,  writing  clips,  and  cover 
letter  to  Petroleum  Argus,  4801 
Woodway,  Suite  270W,  Houston,  TX 
77056.  Fax:  (713)622-2991. 

E-mail:  arghou.massey@neosoft.com 

COPY  EDITOR  -  Opening  on  small 
daily  in  northeastern  Mar^and,  Mon¬ 
day  thru  Friday  AM,  4  p.m.  to  mid¬ 
night  shift.  Responsibilities  include  edit¬ 
ing  wire  copy  and  local  news,  and 
page  layout.  Background  in  newspa¬ 
per  work  preferred,  especially  experi¬ 
ence  with  page  layout,  particularly 
QuarkXPress.  Salary  is  commensurate 
with  experience. 

Interested  candidates  should  submit  a 
resume  and  three  or  four  samples  of 
previous  work  to  Terence  Peddicord, 
editor.  The  Cecil  Whig,  601  Bridge 
Street,  Elkton,  MD  21921. 

No  telephone  calls,  please 


COPY  EDITOR  wanted  for  small  5-day 
progressive  PM  daily  in  central  Massa¬ 
chusetts.  Must  be  proficient  in  QuarkX¬ 
Press,  and  be  a  team  player. 
Southbridge  Evening  News,  25  Elm 
Street,  Southbridge,  MA  01550.  Please 
call  Editor  Henry  Frederick,  at  (508) 
764-4325  ext.  1 14.  Northeast  candi¬ 
dates  preferred. 

COPY  EDITOR  -  20K/28K  daily  in 
university  city  in  gorgeous  northern 
WV  needs  experience  copy  editor 
with  strong  news,  word  and  story  skills 
who  knows  or  wants  to  lern  QuarkX¬ 
Press  and  design.  Pay:  competitive. 
Benefits:  good  -  free  medical,  401  (k). 
Quality  of  life:  excellent  -  cool  town 
with  low  crime,  lots  of  access  to  nature. 
Resume,  clips  to  Mark  Stacy,  news 
editor.  The  Dominion  Post,  1251  Earl 
L.  Core  Road,  Morgantown,  WV 
26505. 


COPY  EDITOR/DESIGNER 
Can  you  write  snappy  hedlines,  edit 
copy  until  it's  clean  and  design  “wow” 
pages?  Do  you  enjoy  paginating,  pick¬ 
ing  your  own  art  and  seeing  a  page 
through  the  process  from  story  editing 
to  proofing?  Then  we're  looking  for 
you.  The  Beaver  County  Times  is  an 
award-winning  Monday-Friday  and 
Sunday  AM  in  suburban  Pittsburgh.  If 
you'd  like  to  join  us,  send  a  cover  let¬ 
ter,  resume  and  design  clips  to  Cathy 
Benscoter,  Beaver  County  Times,  400 
Fair  Avenue,  Beaver,  PA  1 5009. 


_ EDtTORIAL _  i 

COPYEDITOR/DESIGNER  i 

Located  on  the  west  coast  of  Florida,  1 
the  award-winning  Sun  Herald  is  one  ; 
of  the  fastest-growing  papers  in  the  1 
country.  We  are  looking  for  copy  . 

editors/designers  and  sports  copy  • 

editors  to  help  us  become  the  best  mid¬ 
sized  paper  in  the  country.  We  are 
looking  for  someone  who: 

■likes  competition  and  has  the  will  to 

win  i: 

•can't  stand  errors  ; 

•has  an  eye  for  design,  focusing  on  | 

precision  as  much  as  pizzazz 

•wants  to  work  with  the  latest  design  ! 

and  pagination  programs 

•is  never  satisfied  with  the  status  quo 

The  job  includes  design  and  editing  of 
pages  on  a  10-person  universal  desk,  j 

producing  four  editions  per  day.  j 

QuarkXPress  knowledge  a  plus.  If  this 
sounds  like  you.  E-mail  Michael 
Parsons  at  parsons@sunletter.com  or 
send  your  resume  and  some  tearsheets 
to  Charlotte  Sun  Herald,  attn:  Michael 
Parsons,  copy  desk  chief,  23170 
Harborview  Road,  Charlotte  Harbor, 

FL  33980. 


COPYEDITOR 

The  Journal  Times  in  Racine,  Wl  is  look¬ 
ing  for  a  copy  editor  who  has  a  flair 
for  design,  can  work  magic  with  words 
and  thrives  in  a  competitive  market. 
We're  seeking  someone  who  is  com¬ 
fortable  designing  everything  from 
wire  pages  to  front  pages.  If  you  have 
daily  newspaper  experience  and  work¬ 
ing  knowledge  of  QuarkXPress,  send 
your  resume  and  non-returnable  clips 
to: 

The  Journal  Times 

212  Fourth  Street 

Racine,  Wl  53403 
pete91 1  sc@ciol.com 
Equal  Opportunity  Employer 

COPYEDITOR 

We  have  filled  our  news  editor  position 
and  now  we're  looking  for  a  copy 
editor  to  work  on  our  weekend  maga¬ 
zine  that  focuses  on  local  entertainment 
scene.  We're  a  strong  local  daily 
newspaper  in  rural/suburban  New 
Jersey.  Position  needs  editor  with  flair 
for  creative  and  attention  to  detail  with 
ability  to  efficiently  complete  pages. 
Knowledge  of  MAC  graphics  helpful. 
Full  benefit  package.  Respond  to  The 
New  Jersey  Herald,  Joe  Moszczynski, 
managing  editor,  2  Spring  Street, 
Newton,  NJ  07860. 

COUNTY  GOVERNMENT  reporter 
wanted  for  Maryland's  state  capital. 
The  Capital  in  Annapolis  seeks 
aggressive,  experienced  government 
reporter  with  good  writing  skills  and 
energy  to  beat  the  competition.  Send 
resume  and  clips  to  Tom  Marquardt, 
managing  editor.  The  Capital,  P.O. 
Box  911,  Annapolis,  MD  21401  or 
Fax  same  at  (410)  280-5953. 

EDITOR-IN-CHIEF 

Wanted:  Experienced  chief  editor  for 
hands-on  opportunity  with  an  exciting 
media-focused  magazine.  Immediate 
opening,  NYC  based.  Fax  cover  letter, 
resume  and  salary  requirement  to  DV 
at  (301)  340-0542. 


CLASSIFIED  ADVERTISING  DEADLINES 

In-Column  Advertisements:  Tuesday  noon  (EST)  for  following  Saturday  issue 
Classified  Display:  Friday  5pm  (EST)  8  days  prior  to  publication 
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HELP  WANTED 


_ EDtTOMAL _ 

EOrrOR-IN-CHIEF 

New  Age:  The  Journal  for  Holistic  Liv¬ 
ing  seeks  Editor-in-Chief  to  guide 
editorial  vision,  supervise  staff,  and 
oversee  editorial  process.  Must  have  a 
minimum  of  five  years  senior-level 
magazine  experience.  Excellent  man¬ 
agement,  organization,  communica¬ 
tion,  and  editing  skills  required.  Send 
resume  and  writing  samples  to  Pub¬ 
lisher,  Thorne  Communications,  42 
Pleasant  Street,  Watertown,  MA 
02472  or  Fax  to  (61 7)  926-5562. 


EDITOR-IN-CHIEF 

Central  New  Jersey-based  lifestyle 
ma^zine  serving  upscale  market  is 
looking  for  an  experienced  pro¬ 
fessional  Id  take  responsibility  for 
editorial  management. 

Forward  resume  and  salary  history  to: 
Fox:  (212)  302-8415 
E-mail:  Nelmcg@mindspring.com 


EDITOR:  Herald  Community  Newspa¬ 
pers  seeks  an  experienced,  taxe- 
charge  editor.  Commitment  to  quality 
community  journalism,  excellent  writ¬ 
ing,  editing  skills  necessary.  Knovd- 
ed^  of  page  design/layout  programs 
a  big  plus.  Resume,  clips  attn:  Mr. 
Doblin,  Richner  Communications,  Inc., 
379  Central  Avenue,  Lawrence,  NY 
1 1 559,  or  fox  (51 6)  569-4942. _ 

EDITOR 

Energetic,  enthusiastic,  competitive, 
hands-on  editor  sought  by  mid-size 
growing  Zone  4  daily.  Must  be  able  to 
trad,  train  and  motivate  staff.  Apply  if 
you  ore  innovative,  good  with  design 
and  layout,  enjoy  competition  and  are 
patient  enough  to  cheerfully  work 
within  a  budget  during  growth  cycle. 
Send  resume,  references  and  salary 
requirements  to  Box  08637,  Editor  & 
Publisher. 


EDITOR  (or  weekly  newspaper  group 
in  northwestern  Ohio.  Position  responsi¬ 
ble  for  four  reporters,  page  layout  and 
design,  and  several  beats.  Position 
may  lead  to  corporate  editorial 
supervision  for  family-owned  group 
publisher.  Send  resume  in  confidence 
to  Tom  Smith,  president,  107  North 
Sandusky  Street,  Bellevue,  OH  4481 1 . 


Classified 

Advertising 

Deadlines 

In-ColiHiin  Advertiseneiits 

Tuesday  noon  (EST) 
for  following  Saturday  issue 


Friday  5pm  (EST)  8  days 
prior  to  publication  | 


_ EDITORIAL _ 

EDITOR  sought  for  Monday  thru  Friday 
daily  in  rural  northern  Nevada.  Job 
entails  direction  of  five-person  staff, 
page  layout  and  editing.  The  successful 
applicant  must  hove  strong  writing, 
editing,  computer  and  people  skills 
with  a  nose  for  news.  Send  cover  letter, 
clips  and  resume  to  Elaine  Heit,  The 
Humboldt  Sun,  P.O.  Box  3000,  Win- 
nemucca,  NV  89446  or 

humboldtsun@desertlinc.com 


EDfTOR/EDLXATIONAL  MAGAZINE 

Bi-weekly  magazine  seeks  experienced 
journalist  to  cover  issues  and  articles  in 
higher  education.  Responsible  for 
assignment  of  articles  and  layout. 
Applicant  must  have  a  strong  news 
judgment  and  excellent  page  design 
skills.  Able  to  work  with  editors  and 
graphic  art  department.  Two  to  three 
years  experience  in  Higher  Education, 
or  covering  education  required.  Part 
time  position  with  flexible  hours  in 
Northern  NJ  area.  To  apply  send 
resume  and  several  clips  to  Box 
08631 ,  Editor  &  Publisher. 

EDITORIAL  WRITER 

The  Courier-Post,  a  95,000,  seven-day 
AM  newspaper  in  the  competitive 
South  Jersey-Philodelphia  market,  is 
searching  for  a  self-motivated  editorial 
writer  for  our  editorial  page.  We  are 
looking  for  an  individual  to  prepare 
and  write  editorials,  edit  and  size 
award  winning  editorials  and  write 
headlines.  Duties  will  also  include 
designing  and  editing  the  Saturday  let¬ 
ters  page  and  providing  back-up  cov¬ 
erage  for  the  Op  Ed  Page  Editor.  Can¬ 
didates  must  hove  a  bachelor's  degree 
with  a  background  in  journalism,  and 
be  able  to  write,  edit,  and  proof  copy 
and  layout  pages.  Layout  and  pagina¬ 
tion  skills  also  required.  Knowledge  of 
AP  style  and  a  minimum  of  3  years 
writing  and  editing  experience  are  also 
necessary.  Please  send  resume,  work 
samples  and  salary  requirements  to 
William  C.  Hidlay,  executive  editor, 
Courier-Post,  P.O.  Box  5300,  Cherry 
Hill,  NJ  08034.  The  Courier-Post  is  a 
Gannett  Newspaper  and  an  Equal 
Opportunity  Employer. 


EDITORS 

New  Times  is  looking  for  editors  at  all 
levels  to  All  future  openings  at  our 
oward-winning  weekly  newspapers  in 
Phoenix,  Denver,  Miami,  Dallas,  Hous¬ 
ton,  San  Francisco,  Los  Angeles  and  Ft. 
Lauderdale.  There  is  an  immediate 
opening  for  an  associate  editor  in 
Miami. 

The  positions  require  fine  writing  and 
editing  skills  and  the  ability  to  help 
staffers  generate  strong  stories.  The 
interview  process  includes  an  extensive 
editing  test. 

Send  a  cover  letter,  a  resume,  and 
your  best  clips  to: 

Christine  Brennan 
Executive  Managing  Editor 
New  Times,  Inc. 

P.O.  Box  5970 
Denver,  CO  8021 7 
No  phone  colls  or  E-mail,  please 


EDITORIAL 

EDITOR 


EDITORIAL 

EXECUTIVE  WRITER 


Leading  nonprofit  reference  book,  CD- 
ROM,  and  Internet  publisher  seeks 
highly  motivated,  energetic  editor  to 
manage  editorial  group  responsible  for 
major  datobase  product  line.  Oversee 
all  editorial  functions  and  product 
schedules;  supervise  regular  and  tem¬ 
porary  staff,  assist  with  product  devel¬ 
opment,  particularly  CD-ROM; 
interface  with  pre-press  services, 
marketing,  public  services  and  online 
services  staff.  The  successful  candidate 
will  have  a  BA/BS  and  5+  years  of 
both  database  publishing  and 
supervisory  experience.  Must  be  a 
highly  organized  self-starter  and 
possess  top-notch  interpersonal  and 
communication  skills.  Interest  in  the  non¬ 
profit  sector  and  electronic  publishing 
required.  Database  redesign  experi¬ 
ence  a  plus.  We  offer  a  competitive 
salary  and  excellent  benefits.  Send 
resume  and  salary  requirements  to 
Director  of  Human  Resources,  Div.  4- 
3798-EP,  The  Foundation  Center,  79 
Fifth  Avenue,  New  York,  NY  10003- 
3076.  Fax:  (212)807-3635 
www.fdncenter.org  EOE 


EDITORS  &  WRITERS  WANTED. 
Monthly  bulletin  lists  200+  current 
openings  nationwide.  Entry/early 
career.  Writer-Editor-EP,  P.O.  Box 
40550,  5136  MacArthur,  Washing¬ 
ton,  DC  2001 6;  (703)  506-4400. 


EXPERIENCED  REPORTERS 
Hard-hitting,  109-year-old  legal  daily 
seeks  enterprising  journalists  who 
share  our  commitment  to  hard  news, 
high  standards,  stories  that  make  a  dif¬ 
ference.  Whether  it's  the  wheels  of  jus¬ 
tice  or  railroaded  legislation,  venture 
capital  or  capital  offenses,  we  cover 
the  brood  reach  of  the  legal  system 
throughout  Georgia.  We  hire  the  best 
and  the  brightest,  and  help  them  thrive. 
We  trust  our  reporters  to  develop  their 
own  story  ideas,  to  follow  the  news 
wherever  it  takes  them.  We  don't 
worry  about  artificial  space  limits  or 
anybody's  chamber  of  commerce.  We 
produce  smart  journalism  for  a 
sophisticated  readership.  If  you're 
ready  to  make  a  move,  come  make  a 
I  difference.  Send  resume,  clips  to 
I  Charles  Carter,  190  Pryor  Street, 
I  S.W.,  P.O.  Box  354,  Atlanta,  GA 
30303.  Fox  (404)  523-5924,  E-mail  to: 
ccarter@counsel.com 


EDfTORIAL 


Position  works  directly  with  the  Presi¬ 
dent  of  one  of  Washington's  largest 
and  most  prestigious  associations,  the 
Association  of  American  Medical  Col¬ 
leges  (AAMC). 

We  seek  a  polished,  versatile  writer 
able  to  work  with  a  high  degree  of 
autonomy,  distilling  complex  ideas  and 
disparate  facts  into  succinct  and  cogent 
prose.  Position  is  responsible  for  creat¬ 
ing  a  wide  variety  of  communications 
for  the  President's  use  to  a  nationol 
audience,  including  articles,  pre¬ 
sentations,  and  editorials.  Must  be  able 
to  see  individual  issues  within  the 
broadest  possible  context,  making 
strategic  connections  between  ideas 
and  issues  that  bring  an  article  or 
speech  to  life. 

This  challenging  position  requires  a 
bachelor's  degree  in  English,  journal¬ 
ism,  or  a  related  field  and  5  years' 
experience  in  communications,  to 
include  an  extensive  background  in 
writing.  Knowledge  about  health  core 
issues  desirable. 

The  AAMC  represents  all  of  the 
nation's  125  medical  schools,  and 
works  to  enhance  the  health  of  the 
nation  by  strengthening  the  quality  of 
{  academic  medicine. 

I  AAMC  offers  an  excellent  benefit 
!  package  ..  Compensation  for  this  posi¬ 
tion  is  commensurate  with  experience. 

I  If  interested  in  applying  for  this  posi- 
j  tion,  please  send  resume  and  cover  let- 
j  ter  with  salary  requirements  to: 

!  AAMC 

Attn:  HR  351 
2450  N.  Street,  NW 
Washington,  DC  20037 
or  Fax  (202)  862-621 2 
_ EOE/AAE _ 

EXPANDING  DAILY  and  weekly  news- 
I  paper  operation  accepting  applications 
I  from  experienced  personnel,  including 
I  sports  writers.  Send  resume,  references 
J  and  salary  expectations  to  President, 

I  Casa  Grande  Valley  Newspapers  Inc., 

I  Box  1 5002,  Casa  Grande,  AZ  85230- 
;  5002. 


EDITORIAL 


CAPITOL  REPORTER 

THE  FORUM  Of  FARGO-MOORHEAD  has  an  immediate  opening 
for  an  aggressive  reporter  in  its  Bismarck,  ND,  bureau.  This  is  a  one- 
person  correspondency  involving  daily  coverage  of  North  Dakota 
state  government,  the  state  legislature  and  some  regional  coverage 
during  non-legislative  periods.  This  job  is  tailor-made  for  someone 
who  wants  to  establish  a  reputation  as  a  solid  political  writer  in  one 
of  our  most  visible  reporting  jobs.  Some  prior  political  writing 
experience  would  be  helpful,  but  is  not  absolutely  essential.  We're 
more  interested  in  a  solid  reporter  who  wants  to  be  on  page  one 
everyday  and  is  willing  to  do  what  it  takes  to  become  the  premier 
political  writer  in  North  Dakota.  Good  salary  and  benefits  package. 
Interested  applicants  should  send  a  cover  letter,  clips  and  a  resume 
with  references  to  Terry  M.  DeVine,  managing  editor,  THE  FORUM. 
P.O.  Box  2020,  Fargo,  ND  58107. 


www.mediainfo.com 
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CLASSIFIED 


HELP  WANTED 


_ EDITORIAL _ 

FASTIDIOUS  COPY  EDITOR  wanted  for 
30-35  hours  a  week  contract  work  in 
house  for  the  online  SonicNet  Network. 
SonicNet  Network  includes  SonicNet 
and  Addicted  to  Noise  websites.  Son 
Francisco  area  residents  only. 

E-mail  lisa@sonicnet.com  for  more 


FEATURES 

The  Northwest  Herald,  a  Chicago-area 
daily  has  an  opening  for  an  assistant 
features  editor.  This  editor  is  responsi¬ 
ble  for  designing  our  lifestyle  covers 
and  layout  or  inside  feature  pages.  We 
believe  in  bold  layout  with  strong  art 
play!  Great  opportunity  for  a  creative 
copy  editor  to  spread  his  or  her  design 
wings.  Send  samples  of  your  great 
pages  along  with  a  resume  and  Tetter 
to  Northwest  Herald,  P.O.  Box  250, 
Crystal  Lake,  IL  60014.  Attn:  Mary 
DePietro. 


GRAPHICS  EDITOR 

The  Daily  Record  of  Parsippany,  NJ,  is 
seeking  an  experienced  newspaper 
graphics  editor  responsible  for  the  look 
of  a  53,000-circulation  daily  in  a 
highly-educated,  highly-competitive 
area  30  miles  from  New  York  City. 
This  is  a  hands-on  position  involving 
the  appearance  of  all  the  paper's  sec¬ 
tions  as  well  as  the  production  of  some 
compelling  color  break  pages,  signifi¬ 
cant  news  graphics  and  special  sec- 
tians.  You  will  supervise  one  graphic 
artist.  You  must  be  expert  in  QuarkX¬ 
Press,  Photoshop,  Freehand,  Illustrator 
and  AP  graphics,  work  well  on  both 
Macs  and  f^s  and  be  able  to  train 
other  editors  in  sound  design  princi¬ 
ples.  We  offer  a  competitive  salary 
plus  a  comprehensive  benefits  package 
and  401  (k).  Send  resume,  salary 
requirements  and  some  samples  of 
your  work  to  Bill  Donnellon,  editor. 
Doily  Record,  800  Jefferson  Road, 
Parsippany,  NJ  07054.  The  Daily 
Record  is  a  Gannett  newspaper  and  an 
equal  opportunity  employer. 

EOEM/F/V/H 

FREELANCE  Business  Writers  needed 
to  cover  black  business  news  &  events 
(Career  finance,  marketing,  etc.).  Send 
writing  samples  to  The  Network 
Journal,  1 39  Fulton  Street,  Suite  407, 
New  York,  NY  10038. 

IF  YOU  ARE  looking  for  an  opportunity 
to  hone  your  journalistic  skills  in  a 
beautiful  mountain  environment,  the 
Aspen  Daily  News,  a  1 2,000- 
circulation  paper,  is  the  place  for  you. 
We  are  looking  for  news  reporters  to 
fill  our  hard-hitting  enterprising 
newsroom.  Applicants  must  have  at 
least  one  year  of  doily  experience  and 
dig  up  the  news  independently. 

Please  send  resume  and  writing  sam¬ 
ples  to  Carolyn  Sackarioson,  Aspen 
Daily  News,  517  E.  Hopkins  Avenue, 
Aspen,  CO  81 611. 

ILLINOIS'S  BEST  small  daily  has  2 
immediate  openings:  Sports  Editor, 
and  Police/Courts/County  Government 
Reporter.  A  Copley  newspaper,  we 
have  top  benefits,  opportunity.  Ask  for 
Jeff  Nelson  at  (800)  747-5462  or 
E-mail  at  nelson@abelink.com 


11  W  19th  Street.  New  York,  NY  1001 1  Phone  (212)  675-4380  Fax  (212)  929-1259  •  haze<p@mediainfo.com  •  mattw@mediainfo.com 


_ EDITORIAL _ 

1NFORA4ATION  GRAPHICS  ARTIST 

Do  you  want  to  play  a  key  role  in  the 
development  of  excellent  graphics  for 
breaking  news  and  for  advance  proj¬ 
ects?  Do  you  want  to  work  at  an 
aggressive,  growing  paper  in  booming 
Southern  California?  The  Press- 
Enterprise,  a  170,000  daily,  port  of 
the  Belo  communications  family,  is  look¬ 
ing  for  you  to  be  part  of  a  seven- 
person  art  department.  Send  resume, 
references,  portfolio  material  to 
Carolita  Feiring,  art  director.  The  Press- 
Enterprise,  Box  792,  Riverside,  CA 
92502. 


MANAGING  EDITOR 

The  Idaho  State  Journal,  SE  Idaho's 
20,000  daily,  is  seeking  an  experi¬ 
enced  professional  to  lead  our  news 
operation.  Strong  leadership  skills, 
solid  news  judgment  and  innovation  in 
content  and  presentation  a  must. 
Demonstrated  ability  to  direct  news 
room.  Community-minded,  hands-on 
editor  who  responds  to  morket  trends 
and  enjoys  the  challenges,  responsibilities 
and  rewards  of  running  their  own 
shop.  Live,  work  and  play  in 
beautiful  Idaho,  two  hours  from  Sun 
Valley,  ID,  Jackson,  WY,  and  Salt  Lake 
City,  UT.  Please  send  resume,  cover  let¬ 
ter  and  salary  requirements  to  Pub¬ 
lisher,  Idaho  State  Journal,  P.O.  Box 
431,  Pocatello,  ID  83204-1510  or 
send  E-mail  (Word  format)  to: 

spressly@joumalnet.com 
A  Pioneer  Newspaper.  No  phone  calls, 
please. 

METRO  EDITOR 

The  Daily  Journal,  Kankakee,  Illinois,  is 
seeking  a  hands-on  Metro  Editor  with 
a  passion  for  community  journalism 
and  experience  in  news  leadership 
which  can  help  us  grow  this  3O,OO0 
evening  daily  located  in  beautiful  farm 
country  60  miles  south  of  Chicago. 
Will  supervise  a  staff  of  six  covering 
three  contiguous  cities. 

Candidates  should  be  team  players, 

I  with  good  editing  and  supervisory 
skills.  Pagination  ability  would  be  a 
plus.  Journalism  or  English  degree  pre- 

Send  letter  of  application  and  resume 
to: 

Phil  Angelo 
Managing  Editor 
The  Doily  Journal 
8  Dearborn  Square 
Kankakee,  IL  60901 

Application  deadline: 

October  15, 1998 


MUSIC  EDITOR 

New  Times  has  an  immediate  opening 
for  a  music  editor  at  its  weekly  news- 
popier  in  Ft.  Lauderdale.  Strong  writing 
skills  essential.  Job  entails  planning/ 
editing  music  section,  hiring  freelance 
reviewers,  and  writing  a  local  music 
column  as  well  as  feature-length 
pieces.  Send  cover  letter,  resume  and 
rive  best  clips  to:  Andy  Van  De 
Voorde,  P.O.  Box  5970,  Denver,  CO 
i  80217.  No  calls  or  E-mail,  please. 


_ EDITORIAL _ 

NATIONALLY  ACCLAIMED,  award¬ 
winning  40,000  circulation  daily  in 
very  competitive  northeast  Ohio  market 
seeks  a  copy  editor  with  emphasis  on 
page  design  to  join  an  already 
talented  team.  Create  attractive  pages, 
write  crisp  headlines,  polish  stories, 
odd  lively  graphics.  College  degree, 
QuarkXPress  and  two  years  copy  desk 
experience  needed.  Send  resume  and 
work  samples  to  Guy  Coviello,  assis¬ 
tant  news  editor.  Tribune  Chronicle, 
240  Franklin  SE,  Vifarren,  OH  44482. 


PAGE  DESIGNER/COPY  EDITOR 

We  have  a  good  job  at  a  good  paper 
for  someone  who  has  both  strong 
page-design  and  copy  editing  skills. 
The  pages  you  design  will  include 
some  section  fronts,  and  we  will  expect 
you  to  be  able  to  improve  local  and 
business  copy  on  deadline.  Pro¬ 
fessional  daily  newspaper  experience 
is  a  necessity. 

The  Huntsville  Times  is  a  growing  after¬ 
noon  paper  on  weekdays  and  a  morn¬ 
ing  paper  on  Saturday  and  Sunday 
with  a  daily  circulation  of  more  than 
60,000  (80,000  Sundays).  If  vou  want 
to  grow  with  us,  please  send  a  letter, 
your  resume  and  examples  of  your 
work  to  Joe  Distelheim,  editor.  The 
Huntsville  Times,  P.O.  Box  1 487,  West 
Station,  Huntsville,  AL  35807. 


PHOTO  EDITOR,  COPY  EDITOR 

The  Star-Banner,  a  50,000-plus  New 
York  Times  newspaper  in  beautiful 
Ocala,  FL,  is  seeking  a  photo  editor 
and  a  copy  editor.  The  photo  editor 
will  direct  a  six  person  photography 
staff.  This  position  includes  schrauling 
staff,  coordinating  photo  coverage  and 
taking  a  leadership  role  in  digital  imag¬ 
ing.  A  college  degree  or  equivalent 
newspaper  experience  required.  Three 
to  five  years  of  newspaper  experience 
and  proficiency  with  Photoshop,  QuarkX¬ 
Press,  and  remote  photo  transmission 
required.  The  copy  editor  candidate 
will  paginate  pages  and  should  have  a 
flair  for  design.  One  year  of  newspa¬ 
per  experience  required. 

Resume  with  references  only,  no 
portfolios,  no  phone  calls.  Send  to 
Photo  Editor  Job  or  Copy  Editor  Job, 
c/o  Star-Banner,  P.O.  Box  490, 
Ocala,  FL  34478. 

REPORTER  -  40,000  PM  daily  seeks  a 
full-time  reporter  who  thrives  on  dig¬ 
ging  up  information  and  then  crafting 
it  into  a  well-written,  detail-packed 
article.  Minimum  requirements:  some 
professional  newspaper  reporting;  clips 
that  demonstrate  completeness, 
creativity,  an  eye  for  features,  and 
good  writing  skills;  and  a  commitment 
to  the  profession.  Competitive  salary 
and  benefits.  Opportunities  for  growth; 
equal  opportunity  employer.  Send 
resume,  six  best  clips  and  names  of 
three  references  to: 

Eileen  Lehnert 
Metro  Editor 
Jackson  Citizen  Patriot 
21 4  S.  Jackson 
Jackson,  Ml  49201  -2282 


REPORTER  with  strong  photo  skills 
sought  for  daily  PM  in  Elko,  Nevada. 
Competitive  salary,  health  insurance 
and  profit  sharing.  Fax  resume,  clips  to 
(702)738-2215. 


_ EDITORIAL _ 

REPORTERS:  If  you  want  to  work  for  a 
newspaper  that  really  cares  about 
quality,  believes  journalism  is  still  a 
higher  calling  and  gives  reporters  the 
freedom  to  write  and  not  just  fact  clerk, 
then  contact  us.  The  Cape  Cod  Times, 
circulation  50,000,  is  seeking  an  expe¬ 
rienced  reporter  who's  curious, 
talented  and  unrelenting.  In  exchange, 
you'll  live  in  one  of  the  Northeast's 
most  beautiful  regions  and  work  with 
an  award-winning  staff.  Please  send 
writing  samples,  resume  and  letter  to 
Alicia  Blaisbell-Bannon,  managing 
editor/Content,  Cape  Cod  Times,  319 
Main  Street,  Hyannis,  MA  02601 . 


REPORTERS 

The  Durango  Herald,  a  9,000- 
circulation  AM  judged  repeatedly  the 
best  small  daily  in  Colorado,  has  two 
openings  for  reporters.  One  position 
involves  beat  reporting  for  the  city 
desk,  the  other  a  mix  of  sports 
(includes  some  pagination)  and  local 
news.  We  offer  competitive  salary  and 
benefits,  a  friendly  workplace, 
spectacular  mountains,  and  a  pros¬ 
perous,  sophisticated  tourism/college 
town.  See  www.durangoherald.com 
Send  letter,  work  samples  and 
references  immediately  to  David  Stoats, 
managing  editor,  P.O.  Drawer  A, 
Durango,  CO  81301. 


REPORTER 

The  Courier-News  seeks  reporters  with 
broad  experience  whose  strength  is  the 
ability  to  tell  a  good  story.  Bo^ground 
in  education  reporting  a  plus.  Send 
clips  and  resume  to  Dennis  Robaugh, 
The  Courier-News,  300  Lake  Street, 
Elgin,  IL60120. 

REPORTER:  A  50,000-circulation  doily 
newspaper  within  35  minutes  of  New 
York  City  seeks  top-notch  community 
reporters  who  have  twa  years  of  full¬ 
time  daily  experience  or  recent  J- 
school  graduates  with  brilliant  clips. 
Send  letter,  resume  and  your  five  best 
clips  to  Jim  McGarvey,  assistant 
managing  editor.  Doily  Record,  P.O. 
Box  217,  Parsippany,  NJ  07054- 
0217. 


REPORTERS 

The  Montgomery  Advertiser,  a  Pulitzer 
Prize-winning  Gannett  newspaper  in 
Alabama's  capital  city,  seeks  candi- 
I  dates  with  at  least  two  years  daily 
experience  for  two  key  reporting  jobs 
on  its  Metro  Desk.  The  jobs: 

RACE  RELATIONS/RELIGION:  Heads 
our  coverage  of  race  relations,  a  key 
topic  for  a  city  that  was  the  birthplace 
of  the  Confederacy  and  the  civil  rights 
movement.  Also  responsible  for  stories 
on  religion,  faith  and  values  for  news 
and  lifestyle  pages. 

EDUCATION:  Covers  primary  and 
secondary  education  in  a  region  work¬ 
ing  to  revamp  its  troubled  schools. 

Send  cover  letter,  resume,  references 
and  your  best  10  clips  to  Paula  S. 
Moore,  executive  editor,  Montgomery 
Advertiser,  P.O.  Box  1000,  Montgo¬ 
mery,  AL  36101-1000.  The  Adver¬ 
tiser  is  an  equal  opportunity  em¬ 
ployer. 
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HELP  WANTED 


_ EDITORIAL _ 

REPORTER 

The  Journal  Times,  a  34,000  daily  in 
southeastern  Wisconsin,  is  looking  for 
a  self-starting,  ambitious  reporter  to 
work  in  a  competitive  market  for  a 
smart,  stylish  newspaper.  Duties 
include  news  and  some  features.  Send 
resume,  cover  letter  and  clips  to: 

The  Journal  Times 
212  Fourth  Street 
Racine,  Wl  53403 
pete91 1  sc@aol.com 

Equal  Opportunity  Employer 

REPORTER 

We  need  a  great  reporter  who  likes  to 
dig  for  stories,  has  a  dacumented 
record  of  accuracy  and  fairness,  and 
always  includes  the  people  most 
affected  by  the  story.  We  are  an  inde¬ 
pendently  owned  daily  in  America's 
No.  1  small  city.  Required:  College 
degree  or  equivalent,  prior  experience. 
Send  resume  with  references  and  your 
best  five  clips  to  Human  Resources, 
Skagit  Valley  Herald,  P.O.  Box  578, 
Mount  Vernon,  WA  98273. 

REPORTER 

We're  looking  for  an  aggressive 
reporter  with  an  aversion  to  writing 
boring  copy.  Reporter  will  write  for  the 
Bonita  Banner,  a  30,000-circulation 
twice-weekly,  and  the  Naples  Daily 
News,  a  50,000-circulation  daily. 
We're  in  a  competitive  market  in  one 
of  the  country's  fastest-growing  areas, 
and  both  papers  are  consistently 
judged  amongst  the  state's  best  in  their 
circulation  classes.  Send  resume,  clips 
to  Todd  Pratt,  Bonita  Banner,  P.O.  Box 
40,  Bonita  Springs,  FL  341 33  or: 
tjprat1@naplesnews.com 


_ EDITORIAL _ 

S  ROOM  TO  WRITE  ] 

New  Times  is  looking  for  experienced  | 
news  and  feature  writers  to  staff  its  I 
hard-hitting  weekly  papers  in  Phoenix, 
Denver,  Miami,  Dallas,  Houston,  San 
Francisco,  Los  Angeles  and  Ft. 
Lauderdale.  We  publish  in-depth,  well- 
crafted  stories  that  explore  the  issues, 

1  events  and  personalities  that  make  our 
communities  tick.  Our  stories  inform 
and  entertain  readers,  provoke  strong 
reactions  and  win  national  awards. 

If  you  understand  the  difference 
!  between  magazine-style  reporting  and  I 
the  hurried  fact-finding  of  daily  1 
papers,  if  your  copy  is  as  much  a  | 
pleasure  to  read  as  it  is  well  i 
researched,  we  want  to  hear  from  you.  | 
There  are  immediate  openings  for  j 
news  writers  in  Denver,  Miami,  Phoe-  | 
nix,  Houston  and  Ft.  Lauderdale.  | 

New  Times  is  committed  to  building  a  j 
diverse  workforce  and  acknowledges  j 
the  needs  of  employees  with  young 
families.  We  offer  competitive  salaries 
and  benefits... and  all  the  space  you 
I  need  to  put  the  news  in  perspective  t 
and  tell  a  good  story. 

I  Send  all  applications  | 

I  (no  phone  calls  or  E-mail,  please)  to:  I 

j  Christine  Brennan  j 

j  Executive  Managing  Editor  j 

I  New  Times,  Inc.  I 

'  P.O.  Box  5970  ' 

Denver,  CO  802 17  j 

Include  a  cover  letter;  a  resume;  your  ! 
best  clips;  and  three  well-developed,  \ 
tightly  focused  story  ideas  fram  your  j 
:  town  that  you'd  pursue  if  you  had  the  i 
1  time  and  the  space.  i 


Don’t  miss  the  Help  Wanted  ads  in  this  week's 

RECRUITMENT  FEATURE 


See  pages  38  through  41 

Telegraph  Herald 
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_ EDITORIAL _ I 

SOUTH  CENTRAL  WISCONSIN  NEWS-  I 
PAPERS,  INC.  has  openings  for  sports 
editors,  reporters  and  community 
editors.  Live  in  beautiful,  progressive 
Wisconsin  and  work  for  a  dynamic 
newspaper  group.  Send  letter,  resume 
and  clips  to  SCWN  Managing 
Editor,  P.O.  Box  1 1 6,  Wisconsin  Dells, 
Wl  53965. 


SPORTS  COPY  EDITOR 
The  Anchorage  Daily  News  has  a  full¬ 
time  position  open  in  our  award  win¬ 
ning  sports  section.  Qualified  appli¬ 
cants  must  have  a  minimum  5  years 
daily  editing  experience,  excellent  edit¬ 
ing  and  headline  writing  skills  as  well 
as  experience  in  using  color,  graphics, 
and  design.  Send  resume,  work  sam¬ 
ples  and  references  to  Anchorage 
Daily  News,  Attn:  Human  Resources, 
P.O.  Box  149001,  Anchorage,  AK 
99514. 


SPORTS  COPY  EDITOR 
If  you  love  sports,  care  about  readers, 
have  solid  pagination  skills  and  want 
to  work  for  an  independently  owned 
daily  in  America's  No.  1  small  city,  we 
have  a  great  new  job  for  you.  We  are 
expanding  our  commitment  to  sports, 
and  adding  a  sports  slot  position. 
Required:  bachelor's  degree  or 

equivalent,  and  solid  experience  in 
newspaper  copy  editing.  Send  resume 
with  references  and  your  best  five  clips 
to  Human  Resources,  Skagit  Valley 
Herald,  P.O.  Box  578,  Mount  Vernon, 
WA  98273. 


SPORTS  COPY  EDITOR 

The  Seattle  Times  seeks  an  experienced 
sports  copy  editor  with  at  least  three 
years  af  experience  on  a  metro  daily. 
Must  be  strong  word  editor,  with  an 
eye  for  detail,  good  news  sense,  broad 
sports  knowledge  and  the  creative 
spark  ta  write  punchy  headlines  and 
I  captions.  Ability  to  design  a  page  in  a 
I  pinch  a  plus;  pagination  training  will 
be  given,  if  needed.  Send  cover  Tetter, 
resume  and  references  to  Cathy 
I  Henkel,  Seattle  Times  Sports,  1 1 20 
I  John  Street,  Seattle,  WA  98109-5321, 
j  or  fax  (206)  464-3255.  Don't  hesitate 
!  —  we're  on  a  fast  track. 

i  SPORTS  EDITOR 

I  Community-minded  sports  journalist 

sought  to  lead  lively  staff  of  3  at  the 
j  Pocono  Record,  'a  22,000  AM  in 
northeast  Pennsylvania.  Looking  to  put 
,  local  life  back  into  4-  to  8-page  daily 
1  section.  Must  have  management,  lead¬ 
ership  skills  and  commitment  to  balanc- 
j  ing  essential  school  sports  and  com¬ 
munity  recreation  with  national  cov- 
;  erage.  Send  resume,  canvincing  cover 
;  letter  to  Kim  de  Bourbon,  editor, 

1  Pocono  Record,  51 1  Lenox  Street, 

I  Stroudsburg,  PA  1 8360  or  E-mail 
kdebourbon@pocorK3record.com 

i  SPORTS  WRITER 

;  The  Charlotte  Sun  Herald,  a  fast¬ 
growing,  38,000  daily  on  the  west 
;  coast  of  Florida,  is  looking  for  a  sports 
'  writer  to  cover  high  school  and  some 
i  professional  sports.  Candidates  must 
I  have  good  command  of  spelling  and 
j  grammar  and  work  under  tight 
I  deadlines.  The  Sun  Herald  is  a  drug- 
I  free  workplace.  For  more  information, 
coll  sports  editor  Dennis  Maffezzoli  at 
I  (941)255-8126. 


_ EDITORIAL _ 

SPORTS,  POLICE  REPORTERS:  The 
Daily  Star  (www.hammondstar.com), 
an  award-winning  and  growing 
15,000,  six-day  PM  north  of  New 
Orleans,  needs  two  reporters  with  keen 
writing  skills  and  zeal  for  community 
news.  Send  resume,  clips  to  Lillian 
Mirando,  P.O.  Box  1 1 49,  Hammond, 

!  LA  70404. 


SPORTS-GOVERNMENT  REPORTER- 
;  PHOTOGRAPHER  for  Marysville 
!  Advocate,  largest  paid  circulation 
I  weekly  in  Kansas.  Marysville  is  a  pretty, 

I  historic  town  of  3,500  in  northeast 
I  Kansas.  Mail  ar  fax  resume  to  Howard 
I  Kessinger,  107  South  Ninth,  Marysville, 
i  KS  66508.  (785)  562-5589.  Or  coll 
j  (785)562-2317. 

j  SPORTSWRITER 

j  No  shortage  of  opportunity  at  this 
j  30,000,  7-day  AM.  Cover  preps,  pros, 

‘  NCAA  III  and  I,  horse  racing,  auto  rac- 
j  ing  and  more.  QuarkXPress  helpful, 
i  Send  clips  and  resume  to  Matt 
I  Schroeder,  Herald  Bulletin,  1 1 33 
;  Jackson  Street,  Anderson,  IN  46017. 


j  SPORTSWRITER 

I  The  Kenton  Times,  a  7,200  circulation 
I  daily  newspaper  in  west  central  Ohio, 

I  has  a  full-time  opening  for  a  sports 
I  writer.  A  college  degree  in  journalism 
or  communications  is  preferred.  Call 
I  TimThomas,  editor,  (800)886-2412. 

j 

THE  ARKANSAS  DEA40CRAT-GAZETTE, 

I  a  statewide  paper  with  275,000  Sunday 
!  circulation,  is  looking  for: 

I  TOP  JOURNALISTS:  Aggressive  and 
I  talented  journalists  to  fill  vacancies  in 
business  and  city  desk  reporting,  news 
I  photogrophy,  page  design  and  copy 
I  editing.  Two  years  daily  newspaper 
!  experience  required,  but  consideration 
'  will  be  given  to  recent  graduates  with 
j  applicable  college  degrees. 

LIBRARY  MANAGER:  Position  will  con- 
1  tinue  the  development  of  the  newspc- 
I  per's  electronic  library,  maintain  online 
I  archives,  supervise  and  direct  the 
I  activities  of  staff.  Requires  a  degree  in 
Library  Science  or  5  years  media 
'  library  experience  with  minimum  of  2 
I  years  supervision. 

I  Send  a  cover  letter,  resume  and  clips 

I  *°  ' 

Deputy  Managing  Editor  Frank  Fellone 
Arkansas  Democrat-Gazette 
'  P.O.  Box  2221 

Little  Rock,  AR  72203 


THE  SEDALIA  DEMOCRAT  has  open¬ 
ings  for  a  city  editor,  reporters,  sports 
writers  and  the  copy  desk.  Letter, 
resume,  clips,  references  to  Oliver 
Wiest,  P.O.  ^x  848,  Sedalia,  MO 
65302,  den(K)cra1@ozarks.net 

(660)  826-1000 


I  THE  COMMONWEALTH,  a  6-day 
I  daily  serving  the  heritage-rich  Missis- 
I  sippi  Delta,  needs  a  reporter.  Cover 
government,  cops,  schools,  write  features. 
!  Send  resume,  clips  to  Greenwood 
I  Commonwealth,  P.O.  Box  8050,  Green- 
j  wood,  MS  38930  or 
'  E-mail:  miller@gwcommonwealth.com 


EDITOR  &  PUBLISHER  /  SEPTEMBER  19.  1998  65 


CLASSIFIED 


11  W  19th  Street,  New  York,  NY  10011  Phone  (212)  675-4380  Fax  (212)  929-1259  •  ha2elp@mediainf0.com  •  mattw@mediainfo.com 


HELP  WANTED 


_ EDITORIAL _ 

THE  CHARLOHE  SUN  HERALD  is  look¬ 
ing  for  0  writer  who  has  o  genuine 
interest  in  and  understanding  of  the 
business  world.  The  full-time  job  entails 
dailies,  weekend  features  and  in-depth 
projects.  While  other  newspapers  are 
losing  circulation  across  the  country, 
the  Sun  Herald  is  one  of  the  fastest- 
growing  dailies.  It  is  situated  in  sunny 
Southwest  Florida. 

Send  a  resume  and  clips  to  Charlotte 
Sun  Herald,  Sandra  Nortunen,  23170 
Harborview  Road,  Charlotte  Harbor, 
FL  33980. 


THE  HERALD-MAIL  COMPANY  is  seek¬ 
ing  a  Tri-State  Editor  to  supervise  our 
four  bureau  reporters.  Work  includes 
developing  stories  and  paginating  our 
Tri-State  section. 

The  Herald-Mail  has  more  awards  than 
any  other  poper  its  size  for  six  years 
running  in  the  Maryland/Delaware/ 
DC  Press  Association  contest.  If  you'd 
like  to  be  part  of  our  team,  please  send 
cover  letter,  resume  and  salary  require¬ 
ments  to  Dave  Elliott,  personnel 
director.  The  Herald-Mail  Co.,  P.O. 
Box  439,  Hagerstown,  MD  21740. 

THE  ISLAND  PACKET,  a  McClatchy- 
owned  newspaper  on  Hilton  Head 
Island,  needs  a  capy  editor.  We  seek 
candidates  wha  can  aggressively  han¬ 
dle  copy,  write  crisp  headlines,  and 
design  pages  creatively.  Knowledge  of 
QuarkXPress  is  a  plus.  Send  cover  let¬ 
ter  and  resume  to  Fitz  McAden,  execu¬ 
tive  editor.  Fax:  (803)  842-8314; 
postal  address:  P.O.  Box  5727,  Hilton 
Head  Island,  SC  29938. 

E-mail  address:  packel@hargray.com 

THE  MISSOULIAN,  a  33,000-and- 
growing  daily  newspaper  in  glorious 
western  Montana,  is  searching  for  a 
business  writer.  We'll  need  you  to 
coordinate  a  Sunday  business  section 
that  relies  on  local  anchors  but  also 
features  the  best  stories  off  the  business 
wires.  You'll  need  to  offer  daily  busi¬ 
ness  coverage  as  well  as  an  occasional 
project  for  A1  play.  We're  interested 
in  your  ideas  of  how  we  can  best  cover 
western  Montana's  business  and 
economic  life,  which  is  in  the  midst  of 
enormous  change.  Send  us  your 
thoughts  about  thot  along  with  a 
resume  with  references  and  half-a- 
dozen  or  so  of  your  best  clips  to  Bob¬ 
bie  Engelstad,  human  resources 
director,  Missoulian,  P.O.  Box  8029, 
Missoula,  MT  59807.  Deadline  for  ap¬ 
plying  is  October  1 . 


THE  PRESS  DEMOCRAT,  a  Pulitzer-  | 
Prize  winning  newspaper  in  California 
wine  country,  is  seeking  an  experi¬ 
enced  government  and  politics 
reporter.  The  100,000  circulation  daily 
is  owned  by  the  New  York  Times.  ' 
Candidates  must  demonstrate  knowl-  j 
edge  of  government  operations  and  ' 
real-world  politics.  Skills  in  computer- 
assisted  reporting  are  also  highly  ; 
desirable.  Send  work  samples  and 
resume  to  Paul  Ingalls,  government  and 
politics  editor.  The  Press  Democrat, 
P.O.  Box  569,  Santa  Rosa,  CA  95402. 


_ EDITORIAL _ 

THE  REGISTER-GUARD,  a  78,000- 
circulation  morning  daily  in  Eugene, 

I  OR,  has  an  opening  for  a  Director  of 
1  Graphics.  As  a  paper,  we're  known  for 
I  our  commitment  to  photojournalism 
I  and  to  the  powerful  presentation  of  com- 
I  polling  words  and  pictures.  We  have  a 
I  tradition  of  editorial  excellence  sup- 
j  ported  by  elegant  typography  and 
j  design.  The  Director  of  Graphics 
j  supervises  a  department  that  includes 
I  an  assistant  graphics  director,  five  full¬ 
time  photographers,  a  full-time  news 
design  artist,  a  full-time  news  systems 
I  editor,  a  full-time  page  designer  and  a 
1  part-time  lab  technician.  Applicants 
I  must  have  a  degree  from  a  four-year 
\  college  or  university  and  a  minimum  of 
five  years  of  full-time  newspaper  expe¬ 
rience.  Supervisory  experience  is  a 
plus.  Qualified  applicants  must  submit 
a  resume  and  cover  letter  telling  us 
why  you  think  you're  the  right  person 
to  lead  our  Graphics  Department,  no 
j  later  than  Monday,  September  28, 

I  1998,  to  Director  of  Graphics,  The 
I  Register-Guard,  Human  Resources 
'  Department,  P.O.  Box  10188,  Eugene, 
j  OR  97440-21 88. 

I  THE  RUTLAND  HERALD,  the  state 
j  newspaper  of  mid-Vermont,  has  two 
j  openings  for  experienced  reporters. 

1  This  is  an  excellent  opportunity  to  join 
an  independent,  award-winning  news- 
^  paper  with  a  highly  regarded  reputa¬ 
tion  for  strong  state-wide  and  local 
news  coverage. 

I  REPORTER-CITY  DESK  -  Join  our 
talented  and  enthusiastic  City  Desk. 

[  Report  on  news  of  the  region,  write  the 
big-picture  story  for  page  one,  and 
I  write  an  occasional  in-depth  piece  for 
our  Sunday  magazine.  Send  resume 
;  and  clips  to  Jo-Anne  MacKenzie,  city 
'  editor,  Rutland  Herald,  P.O.  Box  668, 

I  Rutland,  VT  05702. 

I  REPORTER-SOUTHERN  VERMONT  - 
j  Be  a  member  of  our  strong  Southern 
I  Vermont  Bureau,  covering  the  southern 
I  region  of  Vermont  where  the  competi¬ 
tion  is  lively.  Write  news,  feature  and 
regional  stories,  as  well  as  an 
,  occasional  in-depth  story  for  Vermont 
!  Sunday  Magazine.  Send  resume  and 
j  clips  to  Susan  Smallheer,  bureau  chief, 

I  Rutland  Herald,  Southern  Vermont 
I  Bureau,  56  Main  Street,  Springfield, 
j  VT05156. 

1  Desirable  environment  in  the  office  and 
!  outside.  Health,  dental,  eye  coverage 
I  included  in  benefits  package. 

NEWS 

Makes  The  Difference 

♦  Kditor  &  Publisher  is  NOT  a 
monthly  journalism  review. 

«  Kditor  &  Publisher  is  NOT  a  . 
monthly  association  house  organ. 

♦  Kditor  &  Publisher  IS  the  only 
independent  weekly  NEWS  magazine 
covering  the  newspaper  industry. 
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_ EDITORIAL _ 

THE  SAN  BERNARDINO  COUNTY 
SUN,  an  80,000-circulation  Gannett 
daily  in  suburban  Southern  California, 
has  the  following  openings: 

METRO  EDITOR 

Editor  will  supervise  city  desk  team  of 
30-plus  reporters  and  editors.  , 

GRAPHIC  ARTIST 

Mac  skills  essential.  The  Sun  knows 
graphics.  Page-dominant  infographics 
and  illustrations  are  vital  to  us. 

I  SPORTS  COPY  EDITOR 

Headlines,  page  design,  line  editing. 
Coverage  ranges  from  local  preps  and 
minor-league  baseball  to  L.A,  and 
Orange  county  pro  and  major  college 
teams. 

Send  resume/clips  to  Managing  Editor 
Tom  Bray,  399  North  D  Street,  San 
Bernardino,  CA  92401 . 

E-moil:  tbray@sanberna.gannett.com 
Fax:  (909)  885-8741 


1  THE  SAVANNAH  Morning  News,  an 
80,000  circulation  daily  on  Georgia's 
coast,  seeks  a  visual  journalist  with  a 
passion  for  news  to  design  daily  news 
and  business  fronts.  One  -  two  years 
design/copy  editing  experience  pre¬ 
ferred,  but  we  will  consider  mature 
recent  graduates  with  solid  internship 
experience.  Send  resume  and  clips  to 
Sharilyn  Hufford,  new  planning  editor. 
The  Savannah  Morning  News,  P.O. 
j  Box  1088,  Savannah,  GA  31402. 

!  THE  SENTINEL  in  Carlisle,  PA,  was 
j  Pennsylvania  Daily  Newspaper  of  the 
!  Year  in  1 995  and  1 996  and  took  third 
place  in  1997  in  competition  with  all- 
sized  dailies  in  the  state.  We  are  look¬ 
ing  for  a  reporter  who  can  help  us  con¬ 
tinue  this  run  of  top-notch  quality  by  fer- 
!  reting  out  those  hord-to-get  news 
stories.  Send  resume  and  clips  to  Fred 
Burgess,  The  Sentinel,  P.O.  Box  1 30, 
Carlisle,  PA  1701 3. 

E-mail:  toeditor@epix.net 
Fax  (71 7)  243-3754 

THE  SPARTANBURG  Herald-Journal,  a 
60,000-circulation  daily  n  the  New 
York  Times  Regional  Newspaper 
j  Group,  seeks  a  sports  copy  editor/ 
page  designer  with  2-3  years  experi- 
j  ence.  We're  looking  for  candidates 
who  can  produce  clean  page  designs 
and  snappy  headlines  on  a  doily 
!  deadline.  Applicants  who  have  experi- 
I  ence  with  QuarkXPress  and  Microsoft 
]  Word  are  preferred.  Spartanburg,  nes- 
j  tied  in  the  South  Carolina  Upstate,  is 
j  within  easy  driving  distance  of  the 
i  Smoky  Mountains,  the  beach,  Atlanta 
and  Charlotte. 

j  Please  send  a  cover  letter  and  resume 
I  to  Jim  Fair,  sports  editor,  Herald- 
Journal,  P.O.  Box  1657,  Spartanburg, 
j  SC  29304-1657.  Applications  also 
may  be  faxed  to  (864)  594-6350  or 
I  E-mailed  to  newsdesk@teleplex.net 

TWO  POSITIONS:  Managing  Editor, 
Sports  Editor.  Both  demand  serious 
design/pagination  and  people  skills. 
We're  a  16,000  circulation  doily  in 
I  Northeast  Florida's  most  dynamic  and 
desirable  location.  A  Morris  Communi¬ 
cations  newspaper.  Send  resume,  clips 
I  ta  Jim  Sutton,  editor,  P.O.  Box  1630, 
'  Saint  Augustine,  FL  32085. 


_ EDITORIAL _ 

THE  STANDARD-EXAMINER,  a 
65,000-circulation  daily  in  Ogden, 
Utah,  is  seeking  an  assistant  editorial 
page  editor  to  design  our  opinion 
pages  and  write  editorials.  20  hours  a 
week  will  be  spent  on  copy  desk. 
Salary  in  mid-30s.  We're  also  looking 
for  a  reporter  to  cover  visual  arts  and 
write  general  features.  Salary  in  high 
20s.  Send  resume,  clips,  list  of 
references  to  Ron  Thornburg,  manag¬ 
ing  editor,  Standard-Examiner,  P.O. 
Box  951 ,  Ogden,  UT  84402. 


WRITER/URBAN  PLANNER 

Small  but  growing  research/ publishing 
firm  seeks  writer/editor.  3-5  years 
solid  journalism  experience,  plus 
interest/experience/training  in  urban 
and  environmental  planning.  Attractive 
Southern  California  location.  Reply  to 
Box  08623,  Editor  &  Publisher. 


1  WRITERS/REPORTERS 

j  Market  yourself  to  the  world!  Place 
your  resume/clips  on  the  Net,  with 
1  eClips2000  and  save  $$  through  Sep- 
j  tember.  www.eclips2000.net 

I  INFORMATION  SYSTEMS 

I  MACINTOSH  SYSTEMS  ANALYST 

The  Mercury  News,  newspaper  of 
Silicon  Valley  has  an  immediate  open¬ 
ing  for  a  Macintosh  systems  analyst. 

I  Responsible  for  evaluating,  selecting, 
installing  and  maintaining  Macintosh 
computer  systems.  Duties  include:  train¬ 
ing  users,  providing  on-going  software 
support,  trouble-shooting  hardware, 
software  and  network  problems.  And 
providing  direction  for  Macintosh 
usage  campany-wide.  Primary  focus  is 
on  support  for  publishing  related  areas 
including  graphics,  photo  and  design 
'  areas. 

I  Applicants  should  have  4-8  years 
j  experience  as  on  expert  working  with 
i  Macintosh  computers  in  o  newspaper 
or  publishing  environment.  Experience 
should  include  familiarity  with  page 
design,  photography,  graphics,  net¬ 
works,  electronic  picture  desks,  color 
1  production  and  hardware  and  software 
!  support.  Expert  knowledge  of  QuarkX¬ 
Press  and  Adobe  Photoshop  required. 
Excellent  communication  skills  and 
the  ability  to  coordinate  and  prioritize 
the  requests  of  a  multitude  of  users, 
j  Applicants  should  be  comfortable 
I  and  experienced  in  training  new 
i  and  continuing  users.  Must  be  able  to 
work  well  in  a  fast  paced  deadline 
I  oriented  environment. 

I  Qualified  applicants  should  submit 
j  their  resume  by  mail,  fax  or  E-mail  in 
I  Microsoft  Word  for  Windows  or  text 
i  format  to  jobs@sjmercury.com 

Human  Resources  Department 
FAX:  (408)  271-3689 

Re:  Macintosh  Systems  Analyst 
San  Jose  Mercury  News 
750  Ridder  Park  Drive 
San  Jose,  CA  951 90 

!  Equal  Opportunity  Employer 
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CLASSIFIED 


I 

t 


HELP  WANTED 


INFORMATION  SYSTEMS 

CNI  CORPORATION,  a  computer  inte¬ 
gration  company  that  services  the 
newspaper  industry  is  seeking  individ¬ 
uals  for  positions  in  systems  integra¬ 
tion.  Candidates  must  be  experienced 
in  newspaper  work  flow  and  capable 
in  MS  Word  and  QuarkXPress.  Novell 
and/or  MS  Networking  experience  is 
desirable.  Nationwide  travel  is  required. 
E-mail  resume  to:  hr@cnicorp.com 
Please  include  your 
name  on  the  subject  line 

THE  KANSAS  CITY  STAR  currently  has 
an  opportunity  for  an  “online”  account 
executive.  This  individual  will  develop 
advertising  accounts  for  online  prod¬ 
ucts  and  services.  They  will  also  estab¬ 
lish  consulting  and  needs  fulfillment 
relationships  with  new  and  existing 
advertisers  who  would  best  benefit 
from  the  INTERNET.  We  are  looking 
for  someone  with  good  communication 
skills,  strong  customer  service  skills,  2 
years  outside  sales  experience,  compe¬ 
tent  with  PowerPoint  and  above  aver¬ 
age  online/INTERNET  familiarity. 
Reply  to  John  Shaw,  jshaNv@kcstar.cam 
or  Tne  Kansas  City  Star,  1 729  Grand 
Boulevard,  Kansas  City,  MO  641 08. 

MARKET  RESEARCH 

THE  BOSTON  GLOBE 

MARKET  RESEARCH  ASSOCIATE 

New  England's  leading  newspaper  has 
a  great  story  to  tell  current  and 

potential  advertisers . are  you  the 

person  to  help  us  tell  it? 

Market  Research  plays  an  integral  role 
in  the  Advertising  Department  of  The 
Boston  Globe.  We  are  currently  seek¬ 
ing  a  Marketing  Research  Associate  to 
analyze  market  and  media  research 
data  and  create  convincing  sales  pre¬ 
sentations  and  sales  support  materials 
for  The  Globe's  advertising  sales  team. 

A  broad  base  of  marketing  research 
knowledge  for  both  print  and  broad¬ 
cast  is  necessary.  Ideal  candidate 
should  have  at  least  3  years  experi¬ 
ence  with  major  syndicated  and  sec¬ 
ondary  marketing  information  sources 
including  Scarborough,  Gallup,  Claritas/ 
Compass,  PRIZM  and  CMR. 

Should  be  familiar  with  on-line  data¬ 
bases,  Microsoft  PowerPoint  and  GIS 
programs.  Good  interpersonal,  written 
and  oral  communication  skills  a  must; 
odvertising  copywriting  skills  and 
Internet  search  skills  helpful.  Detail 
oriented.  Experience  with  Classified 
Advertising  sales  support  helpful.  Can¬ 
didates  will  be  required  to  supply 
recent  samples  of  sales  presentations 
and  support  material. 

Excellent  salary  and  benefits. 

Send  resume  to: 

Madeline  Wallis 
Director  of  Human  Resources 
The  Boston  Globe 
P.O.  Box  2378 
Boston,  MA  021 07-2378 
FAX:  (617)  929-3376 

An  Equal  Opportunity  Employer 


_ NEW  MEDIA _ 

NEW  MEDIA  COORDINATOR 
The  Sioux  City  (lA)  Journal  (50,000 
circulation)  is  looking  for  the  ideal 
individual  to  guide  the  development  of 
our  just  created  new  media  depart¬ 
ment.  The  primary  emphasis  of  this 
department  will  be  classified.  We  have 
purchased  the  full  compliment  of  Infinet 
classified  products  and  are  interested 
in  the  creation  of  top  flight  verticals  in 
the  areas  of  employment,  real  estate 
and  automotive.  This  position  will  have 
responsibility  for  assisting  in  the  devel¬ 
opment  of  the  verticals,  establishing 
I  products  for  sale  along  with  pricing 
i  structures,  and  making  sales  in  the 
areas  of  real  estate  and  automotive. 
The  position  will  report  to  the  Classified 
Advertising  Director. 

The  ideal  candidate  will  have  both 
newspaper  advertising  sales  and  new 
media  experience,  an  abundance  of 
initiative,  and  the  desire  to  “get  things 
done  yesterday”. 

We  offer  a  highly  competitive  salary 
and  benefits  package  and  the 
opportunity  to  experience  a  mid- 
western,  "heart  of  America”  life¬ 
style  in  a  city  set  at  the  confluence  of 
three  rivers  and  the  crossroads  of  three 
j  states. 

I  The  Sioux  City  Journal  is  an  Equal 
!  Opportunity  Employer.  We  require  a 
1  pre-employment,  post  job  offer  drug 
!  screen. 

To  apply,  please  send  or  E-mail 
j  resume  and  cover  letter  to: 

Sioux  City  Journal 
i  P.O.  Box  118 

i  Sioux  City,  lA  5 1 1 02 

i  Attn:  Ciridy  Sease 

I  E-mail:  csease@siouxcityjournal.com 


j  NEW  MEDIA  DIREaOR 

I  We  are  looking  for  someone  to  lead 
I  our  online,  audiotext  and  other  new- 
I  media  efforts  and  help  chart  our  coursv 
i  for  the  future.  We're  the  Fayetteville 
Observer-Times  —  North  Carolina's 
I  oldest  newspaper  —  an  independent, 
j  family-owned  daily  in  the  southeastern 
I  part  of  the  state  (circulation  75,000). 

I  This  is  a  new  and  challenging  lead- 
!  ership  position  at  our  company.  Our 
Web  site,  Fayetteville  Online,  was 
established  in  1 995 
I  www.fayettevillenc.com 

^  Our  goal  is  to  continue  developing  it 
j  as  a  full-fledged  news  and  advertising 
site  and  “virtual  community". 

j  Top  candidates  will  have  a  journalism 
1  background  and  experience  in  new 
!  media.  We're  seeking  someone  who 
I  can  manage  projects,  lead  people  and 
juggle  responsibilities  between  news, 
advertising  and  technical  areas.  Knowl¬ 
edge  of  HTML  and  other  computer 
j  skills  a  plus. 

I  Send  resume,  letter  and  any  pertinent 
I  Nwork  samples  to: 

!  Charles  Broadwell,  Editor 

!  Fayetteville  Observer-Times 

j  P.O.  Box  849 

i  Fayetteville,  NC  28302 

E-mail:  cbwell@fayettevillenc.com 


_ NEW  MEDIA _ 

THE  SAN  DIEGO  UNION-TRIBUNE, 
San  Diego's  leader  in  providing  news 
information,  is  partnering  with 
CitySearch,  a  global  Internet  leader 
and  one  of  Fortune  Magazines  “25 
Coolest  Companies”,  to  launch  a  com¬ 
prehensive  guide  to  the  greater  San 
Diego  area.  The  "Directories  & 

I  Guides”  product  is  a  complete  and  cur- 
j  rent  community  guide  delivering 
I  information  on  local  arts,  entertainment 
events,  community  activities,  outdoor 
j  recreation,  retail  and  services  via  the 
I  Internet. 

I 

I  SITE/SALES  MANAGER 

!  We  are  seeking  a  seasoned  pro- 
1  fessional  to  oversee  the  sales  and  con- 
I  tent  area  of  the  Directories  &  Guides 
!  Department.  As  the  Site/Sales  Man¬ 
ager  you  will  be  responsible  for  hiring, 
training  and  motivating  your  staff.  A 
I  solid  background  and  thorough 
i  understanding  of  consultative  selling  is 
;  needed  to  establish,  carry  out/support 
I  the  sales  strategy.  Will  be  responsible 
1  for  resolving  differences  and  maintain- 
!  ing  the  appropriate  balance  between 
j  the  sales  and  the  content  side  of  the 
'  business.  The  candidate  we  seek  will 
I  have  a  degree  in  Business,  Marketing, 

I  or  a  related  field  of  study.  Must  hove 
!  5+  years'  demonstrated  sales  man- 
I  agement  experience. 

Interested  candidates  may  send  resume 
and  salary  requirements  to: 

j  San  Diego  Union-Tribune 

Human  Resources  Department 
JobNo.  112-98/KK 
P.O.  Box  120191 
San  Diego,  CA  921 12-01 91 

j  An  Equal  Opportunity  Employer 
1  vin*rw.uniontrib.com 


_ PREPRESS _ 

ELKO  DAILY  FREE  PRESS  in  Elko, 
Nevada  is  seeking  a  motivated  compos¬ 
ing  room  supervisor.  Experience  in 
electronic  composing  and  manual 
i  paste-up  required.  Fax  resume  to  (702) 

!  738-2215,  Attn:  Kim. 

j  PRE-PRESS  MANAGER  for  a  mid-size 
^  newspaper  in  the  Pacific  Northwest. 

We  are  looking  for  a  manager  totally 
[  committed  to  quality  and  customer  ser- 
'  vice  and  can  emphasize  this  in  all 
!  aspects  of  their  responsibilities. 

;  Responsible  for  leading  the  staff  to 
!  insure  that  all  department  deadlines 
,  are  met,  while  upholding  our  high 
i  quality  standards.  Assist  in  scheduling, 

•  counseling  and  coaching  employees. 
Strong  communication,  training  and 
problem  solving  skills  are  required. 
Position  requires  knowledge  in  Lotus, 
WordPerfect  or  MS  Worcf  in  a  Win¬ 
dows  and  Macintosh  environment. 

:  Should  be  familiar  with  advertising 
production  programs,  especially 
MultiAd  Creator,  CorelDraw,  QuarkX- 
;  Press,  Picture  Publisher  ond  Discovery. 

Minimum  of  3  years  newspaper 
j  supervisory  experience  is  necessory  in 
the  areas  of  ad  production,  ad  services 
and/or  plate-camera  in  a  pagination 
environment.  Send  resume  and  salary 
history  to  Box  08634,  Editor  &  Pub¬ 
lisher. 


_ PRESSROOM _ 

PRESS  OPERATOR 

The  Provo  Doily  Herald  has  a  position 
open  for  a  web  press  operator.  We 
offer  a  competitive  pay  and  benefits 
package  with  a  chance  for  advance¬ 
ment.  If  you  enjoy  printing  and  are 
interested  in  locating  in  beautiful  Utah, 
respond  with  a  cover  letter  and  resume 
to  Pressroom  Manager,  The  Daily 
Herald,  P.O.  Box  717,  Provo,  UT 
84603.  Fax:  (801 )  344-2982.  E-mail: 
mhinman@heralclextra.com 


PRODUCnON/TECH  PRODUCTION/TECH 


!i  QUALITY  ASSURANCE  IN-PLAHT  REPRESENTATIVE 

I  ;  THE  NEW  YORK  TIMES,  a  leader  in  the  media  industry  has  an 
I  ;  immediate  opening  for  an  individual  to  assist  in  meeting  production 
I  1  quality  from  press  to  platemaking.  Primary  responsibilities  include: 

:  I  review  color  at  press  startup  and  during  run;  assist  with  plate 
i  I  registration  moves  and  other  process  troubleshooting  activities: 
j  j  assist  with  film  and  4-burn  plate  inspection  as  well  as  press  pin 
j  testing  and  monitoring  and  newsprint  testing.  Other  responsibilities 
I  ;  include  achieving  4-burn  plates  and  proofs  and  monitoring  brand  of 
I  !  newsprint  run.  Previous  newspaper  color  printing  experience 
j  essential.  Newspaper  production  experience  and  troubleshooting 
j  ;  skills  desirable.  Hands  on  experience  with  consumable  manu- 
I  facturing  and  testing  methods  also  desirable.  MUST  ACHIEVE  AN 
!  I  ACCEPTABLE  SCORE  ON  A  COLOR  TEST.  Vocational  training  in 
j  I  graphic  arts  topics  and  College  level  graphic  arts  degree  preferred, 
i  I  We  offer  an  excellent  salary  and  benefits  package.  For  consideration, 
:  j  please  forward  your  resume  to: 

!  i  Human  Resources  -  Dept.  QAR 

Sl)c  yctu  IJork  Stmcs 

Expect  the  Vlorld* 

An  Equal  Opportunity  Employer 


■  i  The  New  York  Times 
i  229  West  43rd  Street 
i  New  York,  NY  10036 
:  i  Fax  (21 2)  556-4011 
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HELP  WANTED 


_ PRESSROOM _ 

PRESS  SUPERVISOR 

The  Sun  Herald  on  the  beautiful  Gulf 
Coast  in  Biloxi,  MS,  is  looking  for  a 
press  supervisor  to  run  a  Headliner 
Offset  press  crew.  Successful  candi¬ 
dates  must  have  a  commitment  to  qual¬ 
ity,  good  communication  skills  and 
must  oe  able  to  work  nights.  Excellent 
benefits  package.  Send  salary  history 
and  resume  to  Pressroom  Manager, 
c/o  The  Sun  Herald,  P.O.  Box  4567, 
Biloxi,  MS  39535. 

PRESSROOM  MANAGER 

Need  Immediately  --  Mature  manager 
with  3  or  more  years  supervisory  expe¬ 
rience  in  a  high  quality  publications 
environment.  Experience  with  Goss 
single-width  presses  a  must.  Abilities 
must  include  mechanical  know-how 
and  strong  people  skills.  5-day,  3-shift 
plant  with  8-unit  Goss  Urbanite  with 
Cary  splicers  and  10-unit  Goss  Com¬ 
munity  press  with  Martins.  33  employ¬ 
ees  who  need  a  good  leader.  Excellent 
salary/bonus  plan,  401  (k)  and  good 
fringes.  Send  resume  to  Roger  SUvey, 
Chesapeake  Publishing,  7  Industrial 
Park  Circle,  Waldorf,  MD  20602. 

Phone:  (301)645-9480 

Fax:(301)705-7481 


PRESSRCXDM  SUPERVISOR 

Group  of  28  weeklies  and  2  dailies  is 
seeking  a  Pressroom  Supervisor  to 
oversee  the  daily  operations  of  internal 
and  external  printing  clients.  Successful 
applicants  must  exhibit  strong  commu¬ 
nication  and  people  skills,  the  ability  to 
establish  a  strong  maintenance  pro¬ 
gram  and  able  to  set  and  maintain 
quality  standards.  Send  resume  and 
salary  requirements  to  Kelly  Lawson, 
Conroe  Courier,  P.O.  Box  609,  Con¬ 
roe,  TX  77305  or  fax  to  (409)  756- 
6676. 


_ PRESSROOM _ 

PRESSROOM 

Westward  Communications,  LLC  has 
several  openings  for  press  operators 
located  on  the  beautiful  Gulf  Coast  in 
Pasadena,  TX. 

Experience  with  Urbanite  preferred, 
however  Community  or  Suburban  expe¬ 
rience  is  acceptable. 

Excellent  benefits  (medical,  life,  AD&D, 
401  (k),  vacatian,  sick)  and  pay.  Call  . 
Don  Allen  at(71 3)  477-0221. 

PRODUCnON/TECH 

MECHANICAL  SUPPORT  A4ANAGER 

The  Seattle  Times  has  a  career 
opportunity  to  lead  the  mechanical  sup¬ 
port  functions  of  our  newspaper  pro¬ 
duction  facility  in  Bothell,  WA.  Develops 
and  sustains  predictive  and  preventive 
maintenance  plans  and  procedures; 
ensures  the  reliability  of  the  production 
equipment;  provides  technical  consulta¬ 
tion  and  advice  in  the  selection,  installa¬ 
tion  and  operation  of  highly  automated 
newspaper  production  and  distribution 
equipment;  recommends,  develops  and 
implements  ideas  and  projects  that 
improve  productivity,  efficiency,  quality 
and  operational  savings.  Requires  five 
plus  years  of  related  production  opera¬ 
tion  mechanical  engineering  support 
with  excellent  leadership,  communica¬ 
tions,  analytical  and  problem  solving 
skills;  flexibility  and  customer  service 
orientation.  Newspaper  production 
operations  and  a  related  Bachelor's 
degree  strongly  preferred.  Regular  full¬ 
time  position  with  a  salary  range  of 
$51  -68K/year.  Mail  resume  to: 

The  Seattle  Times 
attn:HR-105/JK 
P.O.  Box  70 
Seattle,  WA  981 11 
or  Fax  to  (206)  51 5-5560 
Equal  Opportunity  Employer 


PRODUCnON/TECH 

PRODUaiON  A4ANAGER 

South  Jersey  Newspapers  Company,  a 
division  of  MediaNews  Group,  has  an 
immediate  opening  for  a  hands-on 
Production  Manager. 

Responsibilities  include  pre-press, 
press,  and  mailroom  operations  at  two 
printing  facilities  for  three  dailies  and 
commercial  print  operation. 

This  is  an  exciting  and  challenging  posi¬ 
tion  where  dramatic  and  measurable 
results  are  waiting  for  your  direction 
and  leadership. 

Successful  candidate  will  have  Goss 
Urbanite  running  experience  or 
thorough  knowledge  of  offset  printing 
methods,  working  knowledge  of  Mac 
applications  for  ad  and  news  composi¬ 
tion  and  pagination. 

If  you're  a  no-nonsense,  hands-on 
Production  Manager  looking  for  an 
exciting  opportunity,  fax  me  your 
resume  and  salary  history  at 
(609)  845-6814 
E-mail  to  bhopwd@aol.com 
or  send  to  Barry  Hopwood,  publisher. 
South  Jersey  Newspapers  Company, 
309  South  Broad  Street,  Woodbury, 
NJ 08096. 


RI/MA  PRODUaiON  MANAGER 

We  are  currently  searching  for  a 
Regional  Production  Manager  who  will 
be  responsible  for  pre-press,  press¬ 
room,  post-press  and  facility  manage¬ 
ment  for  four  RI/MA  local  daily  news¬ 
papers.  It  is  essential  that  this  individ¬ 
ual  be  an  experienced  Urbanite  Press¬ 
room  Manager.  This  “hands  on”  posi¬ 
tion  will  be  responsible  for  the  man¬ 
agement  of  four  separate  facilities 
including  four  composing  rooms,  two 
Urbanite  pressrooms  and  two 
mailrooms  with  Muller  and  GMA  insert¬ 
ing  equipment. 

Immediate  objectives  are  to  achieve  con¬ 
sistent  on-time  performance  while  main¬ 
taining  a  high  level  of  print  quality. 
Duties  will  include  all  facets  of  pro¬ 
duction  and  facilities  management, 
budget  prep  and  tracking,  staffing  effi¬ 
ciency,  safety  and  environmental 
issues,  implementing  training  and 
equipment  maintenance  programs  and 
managing  cast  containment  in  all 
departments. 

Qualified  candidates  must  possess 
strong  communication  and  technical 
skills,  PC  literacy,  and  the  ability  to 
“take  charge"  and  manage  change 
while  working  in  a  union  environment. 

We  offer  competitive  wage  and  bene¬ 
fits  with  excellent  opportunity  for 
career  growth.  Please  send  resume 
with  salary  history  and  references  to: 

Box  08632,  Editor  &  Publisher 


PUBUC  RELATIONS 

PUBUC  RELATIONS  POSITION 
(FOR  FORMER  LEGAL  WRITER) 
BASED  IN  ATLANTA,  GEORGIA 

This  is  a  full-time  Account  Executive 
position  in  Atlanta  (no  freelancers, 
please)  for  a  public  relations  agency 
that  deals  exclusively  with  attorneys. 
We  need  a  journalist  with  background 
in  covering  courts,  especially  civil 
cases.  Must  be  able  ta  quickly  syn- 
opsize  complex  legal  documents, 
especially  complaints.  A  major  portion 
of  this  position  involves  pitching  story 
ideas  ta  the  national  media. 

We  are  looking  for  a  high-energy,  self- 
motivated  individual  who  wants  to 
become  a  publicist.  The  job  is  80% 
pitching  story  ideas  to  the  media  and 
20%  writing. 

Our  agency  is  unique  in  that  we 
represent  only  plaintiffs  attorneys.  Our 
clients  are  all  around  the  country,  con¬ 
sequently  there  is  some  travel  involved. 

We  do  not  pay  travel  costs  for  out-of- 
town  candidates,  nor  relocation  costs. 

Salary  depends  on  experience.  When 
responding  to  the  ad,  please  indicate 
how  many  trials  you  have  covered  and 
what  types. 

Fax  cover  letter,  resume,  clips  and 
references  to  (404)  633-8440  or  call 
Brenda  Fantaine  at  (404)  633-1055  or 
E-mail  to  McFontaine@aol.com 


_ PUBUSHING _ 

PLEASE  SEE  our  ad  for  EDITOR-IN- 
CHIEF  in  the  Editorial  section;  Fax  to 
DV  at  (301)  340-0542. 


_ SALES _ 

SALES  MANAGER  IN 
CENTRAL  NEW  ENGLAND 
Niche  publishing  company  is  looking 
for  working  sales  manager  to  lead  staff 
of  six.  You'll  be  expected  to  spend  60 
percent  of  your  time  selling  major 
accounts,  the  balance  working  with 
staff  and  publisher.  Applicants  must 
have  newspaper  sales  management 
experience,  vision,  strong  problem  solv¬ 
ing  skills  and  a  proven  track  record. 
Excellent  opportunity  and  compensa¬ 
tion  package.  All  inquiries  confidential. 
Fax  cover  letter  and  resume  to  pub¬ 
lisher's  consultant. 

John  C.  Peterson 
The  Peterson  Group 
Fax:  (203)  457-1384 
Phone:  (203)  457-1374 


SALESPERSON 

To  represent  software  company  in  the 
midwest.  Experience  required  in  the 
newspaper/publishing  industry.  Knowl¬ 
edge  of  computers  required. 

Please  contact  Linda  Penrod,  (215) 
886-5662  ext.  294. 


Use  the  best  read  Classified 
Ad  Pages  in  the  industry 

E&P's  Classified  Section  is  where  you'll  find  the  used  equip¬ 
ment  you  need,  discover  new  employment  opportunities,  get  a 
feel  for  who’s  hiring  where,  find  the  key  professionals  to  make 
your  newspaper  run,  sell  your  used  equipment,  locate  industry 
service  providers,  even  buy  or  sell  your  newspaper  business. 

New  ads  every  week! 

Rates  and  information  are  in  this  section. 

To  place  your  classified  ad. 

FAX:  (21 2)  929-1 259  Phone:  (21 2)  675-4380  ext.  1 73 
E-mail:  hazelp@mediainto.com 

Mail:  E&P  Classified  Ads,  11  West  19th  Street,  New  York,  10011 


Positions  Wanted 
Advertisers 

For  quicker  placement,  you  can  Fax  or  e-mail  your  Positions 
Wanted  ad  along  with  your  Visa/MasterCard/American  Express 
card  number  and  expiration  date. 

(212)  929-1259  or  E-mail;  mattw@mediainfo.com 
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CLASSIFIED  ADVERTISING 
INFORMATION 


DEADLINES 

LINE  ADS  -  Tuesday  at  noon  (EST)  for  the  next  Saturday’s  issue. 
DISPLAY  ADS  -  Space  reservation  8  days  prior  to  publication 
date;  camera  ready  copy  5  days  prior  to  publication  date. 

LINE  AD  RATES 

Rates  are  per  line,  per  issue,  3  line  minimum,  count  approximately 
34  characters  and/or  spaces  per  line,  no  abbreviations. 


HELP  WANTED 

(includes  online  posting) 

1  week  . $11.15 

2  weeks  . $9.85 

3  weeks  . $8.60 

4  weeks  . $7.45 


POSITIONS  WANTED 

(includes  online  posting) 

1  week  . $5.20 

2  weeks  . $4.35 

3  weeks  . W.60 

4  weeks  . $3.35 


ALL  OTHER  CLASSIFICATIONS 

(online  not  included) 

1  week . $9.50 

2  weeks  . $8.40 

3  weeks  . $7.35 

4  weeks  . $6.35 

BOX  REPLY  SERVICE 

Count  box  service  as  an  additional  line  in  copy 
Line  Ads  -  Add  $12.60  per  insertion 
Positions  Wanted  -  Add  $6.30  per  insertion  USA 
All  international  box  reply  -  $27.50 

DISPLAY  AD  RATES 

The  use  of  borders,  boldface,  logos,  etc.  on  classified  ads  charged 
the  following  rates  per  column  inch,  per  insertion. 

(1  column  inch  minimum) 

1  week . $110  pci 

2-5  weeks . $105  pci 

6-13  weeks . $100  pci 

14-26  weeks . $  95  pci 

27-52  weeks . $  90  pci 

PAYMENT 

Make  check  payable  to  Editor&  Publisher 
Hmmill  or  charge  to  your  American  Express, 

VIS^  MasterCard  or  Visa.  Please  supply  name 

account  number,  expiration  date 
and  card  holder's  signature. 

Rtease  note:  International  ads.  new  accounts  and  positions  wanted  ads  must  pre-pay. 

TO  PLACE  AN  AO 


Mail,  fax  or  e-mail  line  advertising  copy.  Please  include  the  following 
information:  1.  Name,  2.  Company,  3.  Mailing  Address,  4.  Phone, 

5.  Ad  Classification,  6.  No.  of  insertions,  7.  Amount  $  enclosed. 

Or  place  your  ad  online  www.mediainfo.com 

Please  contact  us  for  display  ad  copy  specifications  and  procedures 

MAIL:  Editor  &  Publisher  Classified  Ads 

11  W.  19th  Street,  New  York,  NY  10011 
FAX:  (212)  929-1259 
E-Mail:  hazelp@mediainfo.com 
mattw@mediainfo.com 
eileenl@mediainfo.com 

OUESTIDNS? 

VOICE:  (212)  675-4380  (Monday  -  Friday  -  9  AM  -  5  PM  EST) 

Hazel  Preuss  /  Extension  171 
Matt  Wilcox  /  Extension  173 
Eileen  Long  /  Extension  170 

FAX:  (212)  929-1259  or  E-mail:  eileenl@mediainfo.com  anytime. 


' 

POSITIONS 

EDITORIAL 

WANTED  1 

EXPERIENCED  award-winning  editor/ 
writer  seeks  new  coreer  challenge  with 

ADMINISTRATIVE 

specialty  publication.  Willing  to 
relocate.  (305)  891-2595 

36  YEAR  OLD  publisher  currently 
employed  in  Zone  5  seeks  better  | 

'  market  to  settle.  Heavy  circulation/ 

1  marketing  background.  If  you're  : 
searching  for  community  involvement, 
common  sense  management,  and  prof¬ 

NEED  LOCAL  EDITORIALS?  Retired 
editorialist  will  write  them  (or  your 
small  daily  or  weekly.  Reasonable 
rates.  Reply  to  Box  08617,  Editor  & 

Publishei. 

its,  1  can  help.  I'm  searching  for  good 
schools,  health  care,  recreational 
opportunities,  and  an  overall  better 

1  quality  of  life.  Positioned  for  quick 
relocation.  Reply  to  Box  08628,  Editor 
&  Publisher. 

SKILLED,  VERSATILE  sportswriler  seorch- 
ing  for  writing/editing/ reporting 
position  with  sports  magazine/  news¬ 
paper.  Experienced  in  pro,  college. 

High  School  sports,  auto  racing  and 
nxjre. 

Tnll  171  'll 

Vt^QII  \/  1  OJ  /  OO  0\/4  7 

EXPERIENCED  daily,  weekly,  business 
journal  publisher.  Versatile,  profitable, 
revenue  getter.  Community  minded. 
Reply  Box  08620,  Editor  &  Publisher. 

ADVERTISING 

TOP  FREELANCE  writer/ researcher 
availoble.  Located  in  S.  Florida  and 
offering  any  services  to  all  out-of¬ 
market  publications.  Gabe  (561)  641- 
781 1  or  E-mail:  gabehz@gateway.net 

ADVERTISING  PROFESSIONAL 

27  years  experience  including  manage¬ 
ment.  Seeking  challenging  management 
position.  E-mail  at: 

carlos@rmci.net 

VERSATILE  REPORTER  with  3  years  pro¬ 
fessional  journalism  experience  looking 
to  move  to  next  level  at  a  daily  news¬ 
paper.  Willing  to  move.  Contact  John 
at  (504)  647-3233. 

EDITORIAL 

PHOTOGRAPHY 

AWAKU  WIlNINllNVj  |ournaiiSi/ wasn- 
ington  Correspondent  for  major 
regional  daily  seeks  freelance  assign¬ 
ments  in  Southeast  Asia  region.  Reply 
by  E-mail:  aap15@aol.com  or  call 
(202)  667-9139. 

PHOTOJOURNALIST  for  over  25  years 
is  relocating  to  Annapolis,  MD  area. 

Seeks  full-time  or  freelance  work. 

Good  shooting,  editing  and  manage¬ 
ment  skills.  Proficient  on  Mac  and 

Adobe  Photoshop.  Contact  B.  Vartan 

DYNAMIC,  PERSONABLE  gay  journalist 
seeks  reporter  or  editor  position  at 

Boyajian  (609)  822-7300  or 

BVartan@aol.com 

specialty  publication,  alternative  weekly 
or  progressive  community  weekly.  I'm 
an  experienced,  accurate  writer  looking 
for  a  change  from  traditional  journalism. 

Call  John  (71 5)  634-2323 

PHOTOGRAPHY,  COPY  EDITOR,  web 
site  consultant,  page  layout.  10-t- years. 

Looking  (or  new  challenge.  Relocate? 

1  Contact:  sapio@cbrityconnect.com 

'  EXECUTIVE  EDITOR 

TRAVEL  WRITERS  WANTED 

Aggressive,  award-winning  editor 
seeks  top  spot  or  senior-level  post  on 
quality  Zone  2  daily.  Packaging,  staff 

!  TRAVEL  photographer  seeks  writers. 

For  Newspapers,  magazines,  books. 

Jeff  (973)  575- 1005 

motivation  and  local  news  are  my 
specialties.  Write  in  confidence  to  Box 
08616,  Editor  &  Publisher. 

Fa/rfi  sees  fhe  invisible,  believes  the 
incredible  arxJ  receives  the  impossible 

Unknown 

\  E&P  EMPLOYMENT  ZONE  CHART 

\  Use  zone  number  to  indicate  location  without  specific  identification 
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by  Kathryn  E.  Masterson 


A  mentor’s  nurturing  hand  — 
and  crushing  disappointment 

What  happens  when  your  guiding  light  up  and  quits 
the  profession? 

■  know  what  sets  a  good  journalist  apart,  tors  were  frightened  to  give  —  to  me.  At  America  match  up  pairs,  but  most  mentor 
Commanding  a  mastery  of  the  Ian-  that  moment,  my  feelings  for  him  evolved  partnerships  are  unofficial.  They  form 
guage  (“turning  a  good  phrase,”  my  from  admiration  to  devotion.  from  friendships,  from  working  closely 

mentor  called  it)  makes  for  a  good  story.  He  fought  to  put  my  name  on  the  cover,  with  someone  more  experienced, 
but  doesn’t  define  good  journalism,  a  space  usually  reserved  for  .staff  writers  This  is  especially  true  in  journalism,  a 
Neither  does  peppering  writing  with  witty  —  permanent,  paid  ones.  Although  seeing  field  shaped  by  almost  mythical  mentors, 
remarks,  nor  winning  awards.  Talent,  my  name  on  the  cover  was  one  of  the  most  Journalism  doesn't  stop  for  introductions 
while  a  blessing,  isn’t  it,  either.  A  good  ego-stroking  events  of  my  life  (1  still  have  to  the  culture  of  the  newsroom.  The  new 
journalist  gets  the  story.  about  30  of  those  lying  around  my  apart-  kid  just  jumps  in  and  learns  on  the  job. 

That’s  what  1  learned  during  an  intern-  ment),  it  was  not  a  defining  moment.  I  Mentors  with  the  experience,  knowledge 
ship  at  a  weekly  paper  in  Richmond,  Va.,  remember  many:  words  and  patience  to  help 

the  summer  after  1  graduated  from  col-  of  advice,  tactful  editing  young  journalists  are 

lege.  1  walked  into  Style  Weekly  full  of  and  writing  “sugges-  JoumalistS  are  lazy,  talked  about  with  rever- 

wrong  ideas  from  four  years  in  a  class-  tions,”  fighting  for  my  ence.  "They  taught  me 

room.  My  mentor,  the  associate  editor,  stories.  He  orchestrated  he  told  me  everything  I  know”  is 

immediately  began  instruction  on  what  my  second  cover  story  what  rolls  off  tongues 

mattered  in  the  newsroom.  about  the  increasing  One  day.  ...  If  yOU  again  and  again. 

JoumalistS  are  lazy,  he  told  me  one  day  trend  of  acquaintance  Charles  R.  Eisen- 

as  1  struggled  to  hone  my  copy  as  a  dead-  rape  on  Virginia  college  Want  tO  be  One  Of  drath,  director  of  the 

line  approached.  If  you  want  to  be  one  of  campuses.  The  longer  1  Michigan  Journalism 

the  good  ones,  you’ve  got  to  go  the  extra  worked  on  the  story,  the  the  QOOd  OneS,  Fellows  at  the 

step.  Even  if  the  assignment  is  a  mere  more  it  became  bogged  ^  University  of  Michigan, 

paragraph  on  the  best  place  to  walk  a  dog  down  in  details.  But  my  yOU  Ve  QOf  fO  9®  introduces  stories  of 

for  a  “best  of  the  city”  piece,  go  and  talk  mentor  refused  to  let  the  i.u  *  *  successful  journalists’ 

to  people  walking  their  dogs.  Approach  .story  die  because  it  was  ©Xtra  STcp.  beginnings  in  My  First 

them  as  they  pause  to  clean  up  after  too  important  not  to  be  Year  as  a  journalist  by 

Rover.  You’ll  get  a  better  story.  told.  While  that  article  discussing  the  role  of 

He  went  the  extra  step.  He  spent  time  in  went  to  press,  he  helped  me  get  my  first  mentors.  “The  mentors  deserve  special 
places  other  reporters  wouldn’t  want  to  full-time  reporting  job  at  an  affiliated  consideration,”  he  says.  The  mentors  who 
go,  such  as  violence-plagued  public  hous-  monthly  business  journal  across  the  street,  played  important  roles  “simply  express 
ing  in  Richmond.  That  extra  step,  com-  Then  he  did  something  no  journalism  the  inherited  wisdom  of  the  profession: 
bined  with  his  confident,  almost  arrogant,  mentor,  especially  one  that  good,  is  sup-  ‘Get  it  right  first.  We’ll  discuss  everything 
voice,  his  ability  to  turn  a  good  phrase,  posed  to  do.  He  left  —  and  not  ju.st  the  else  after  deadline.’” 
and  his  strong  sense  of  which  stories  paper.  He  quit  journalism.  He  started  But  books  on  mentors  don’t  tell  the 
needed  telling,  won  him  many  awards.  He  training  to  be  a  stockbroker  the  next  week,  whole  story  —  despite  the  hundreds  of 
reported  on  tobacco-friendly  state  repre-  My  editor,  who  had  worked  as  a  star  volumes  and  articles  in  the  library.  Almost 
sentatives,  racial  strife  over  a  statue  of  reporter  under  my  mentor  and  would  later  every  journalist  1  spoke  to  had  a  story 
Arthur  Ashe,  and  sexual  relationships  fill  his  position,  casually  leaned  over  and  about  his  or  her  special  mentor.  But  when 
between  lawyers  and  clients  —  always  told  me  the  news.  It  sent  me  reeling.  I  felt  I  asked  about  “bad”  mentors,  their 
taking  the  extra  step  to  tell  readers  what  my  stomach  drop,  along  with  my  faith  in  responses  ranged  from  puzzled  looks  to 
these  stories  meant  to  them.  my  ability.  My  world  temporarily  stopped,  “there’s  no  such  thing.  Mentors  are  posi- 

He  also  took  an  extra  step  to  help  me,  a  Mentors  date  back  to  ancient  Greece,  tive.”  A  paradox,  said  one. 
developing  writer.  He  took  me  under  his  When  Odysseus  left  for  war,  he  left  his  For  some,  the  idea  of  mentor  as  trusted 
wing  and  pushed  me  to  go  beyond  what  1  son  Telemachus  in  the  care  of  a  man  guide  was  so  ingrained  that  the  question 
expected  from  the  internship.  When  a  named  Mentor.  Since  then,  mentors  have  of  bad  mentors  was  a  non  sequitur.  “That 
writer  unexpectedly  quit  without  finishing  come  to  be  seen  as  guides,  role  models,  doesn’t  sound  like  a  mentor  to  me,”  .said 
the  next  week’s  cover  story,  he  gave  the  supporters,  teachers.  Official  mentor  pro-  my  former  editor  at  the  business  maga- 
job  —  one  that  no  other  intern  had  done  grams  such  as  Big  Brothers/Big  Sisters  zine,  who  is  prone  to  puns  in  both  copy 
before,  and  one  that  I’m  certain  other  edi-  and  the  Newspaper  Association  of  see  Shop  Talk  on  page  55 
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Just  another  good 
old-fashioned  newspaper... 
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THE  TIMES 

They  are  a-changin' 


nfoPager  returns 
wer  to  the  publisher! 

software  Levcragii^  the  existing 
subschpbon-  infrastructure,  infoPager 
delivery  of  news,  pn>vides  fiilly  famuaed 
and  operated  by  aid  personalized  editions 
themselves,  direcdyio  subscriber  PCs. 


Key  system 
features  i$tclude: 
Look  aid  fed  of 
a  real  newsp^ier 
Secure  ddivery 
to  subscribON  only 
News  personalized 
accon&^louser 
preferences 
Tageied  advertising 
~  Multimedia  capabdky 
—  LcQcrs  K>  (he  ed^ 

&  discussion  groups 
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Sure,  this  is  how  you  always  read  a  newspaper.  But  now,  with  the 
infoPager'^'^  off-line  delivery  system,  this  same  familiar  format  is 
available  on  PC  -  to  paying  subscribers  -  wherever  they  may  be.  All 
your  customer  needs  is  a  PC  and  an  Internet  connection. 

This  is  not  a  website.  And  it’s  not  for  free.  Using  its  patent-pending 
“format-on-the-fly”'^^  technology,  infoPager  utilizes  a  “push” 
mechanism  to  deliver  personalized  publications  to  paying  customers. 
Your  readers  can  actually  hear  the  paper  crinkle  as  the  page  is  turned; 
receive  multimedia  ads  and  information:  or  print  out  an  article  in  your 
very  own  branded  format,  including  logo  and  masthead. 


Chances  are,  you’re  already  on-line.  Finally  you  can  benefit 
financially  from  that  investment  -  with  infoPager.  Sound  too  good  to 
be  true?  Tom  Rose,  Executive  Vice  President  of  Hollinger  International, 
didn’t  think  so.  And  now  the  Jerusalem  Post  is  making  money  from 
its  electronic  publishing  system.  Not  only  on-line,  but  off-line  too. 

Find  out  how  you,  too,  can  re-purpose  information  and  turn  your 
electronic  publishing  operation  into  a  profit  center.  Contact  Zebra 
Pushware  Solutions,  the  developers  of  infoPager  as  well  as  other 
revenue-enabling  technologies  for  the  Internet.  Call  toll-free  in  the 
US:  1-888-301-5235,  or  directly  to  +972-2-568-7799 


InfoPager™ 

^  Igj.  +972-2-568-7799 

Personal  News  Delivery  Software  Fax:  +972  2  see  7798 

EmaJ;  sales@rtopagef.com 
Web:  wwwfltopager.com 


infoPager and  “fornnat-on-tbe-fly"’'”  are 
trademarks  of  ZEBFiA  Pushware  Solutions. 


Making  electronic  publishing  profitable 


7 


CareerPath.com,  the  Web's  leading  recruitment  site, 
has  powerful  solutions  for  your  advertisers  that 
generate  additional  revenue  for  you.  1 

CareerPath.com  combines  the  depth  of  your  local 
coverage  with  the  national  reach  of  the  Internet  to  offer 
advertisers  one-stop  shopping  for  all  their  recruitment 
needs.  Created  by  newspapers  for  newspapers, 

CareerPath.com's  products  are  designed  to  be 
implemented  quickly,  easily  and  to  complement  your 
existing  sales  efforts; 

Newspaper  job  Database,  a  unique  up-sell 
opportunity  that  gives  your  advertisers  additional  reach. 

CareerPathEXTRA,  extra  exposure  for  all  of  an 
advertisers  open  positions  means  extra  revenue  for  you. 

Resume  Connection,  the  fastest  growing  segment 
of  online  recruiting,  provides  employers  a  cost  effective 
way  to  locate  qualified  candidates. 

Employer  Profiles,  an  additional  revenue  source 
that  conveys  an  employer's  strengths  to  a  national 
audience  of  potential  candidates. 

Find  out  how  CareerPath.com  can  deliver  a  more 
efkient  buy  for  your  advertisers  by  calling  Ira  Gordon  at 
516.764.0790  or  email  ira@careerpath.com. 


(f)CareerPath  .com 

where  employers  and  employees  dick. 


WWW.  careerpath.  com 


